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You save money in 
the long run when you 
replace rusted, leaky 
flashings with depend- 
able rustless Anaconda 
Copper. 





Put an end to rust- 
clogging and rusty red 
water with long-lived 
rustless Anaconda Cop- 
per Tubes, 








me 


“THESE SCREENS ARE OLDER 


THAN YOU ARE, JOHNNY’ 


... and they’re good for years to come. They’re 
made of sturdy bronze wire that will never rust. 


What about your screens? Rust spots mean 
trouble ahead, and in that case your best move 
is to replace them now. But by all means use 
bronze screening, for bronze is a tough, strong 
copper alloy—long the standard for screens of 
proven dependability. Considering the cost of 
repairs and the health value of really good insect 
protection, you'll want no screening less durable 
than time-tested bronze. 


To learn about other uses where copper, brass 
and bronze will save money, write for our book- 
let, ‘How to Protect Your Home Against Rust.” 


The American Brass Company does not weave 
insect wire screening, but supplies Anaconda 
Bronze Wire to leading manufacturers. 4703 


Bronze Screening 
for 
Superior Service 


The Anaconda advertisement shown 
at the left will appear in spring issues 
of Better Homes & Gardens, American 
Home, Parents, House Beautiful and 
House & Garden. Combined circula- 
tion exceeds 7,000,000 copies. 


This spring dealers will have no dif- 
ficulty selling all the bronze screening 
available. This advertising, looking to 
the future, merely reminds home- 
owners that bronze is the time-tested 
standard of quality for durable insect 


wire screening. ow 


from mine to consumer 


Anacon pA 


BRONZE SCREEN WIRE 
THE AMERICAN BRASS COMPANY 


General Offices: Waterbury 88, Connecticut 
Subsidiary of Anaconda Copper Mining Company 


In Canada: ANACONDA AMERICAN BRASS LTD. 
New Toronto, Ont. 





R 


Fa 


M 


PUBLIS 
139 N 
Teleph 
IN OT! 
1601, ] 
Algonc 
N. W., 
Stuart 
Perdid 
phone 
subscr 
State 
All o 
Postal 
cents, 
Numb 
prior 

$1 ea 
old a: 
NOTE 


notice 
of the 


Copy 


can 
ind 


sla- 


dif- 
ing 
j to 
me- 
ted 


sect 





ARTHUR A. Hoop 
Editor 


WILLIAM S. MILBURN 
Managing Editor 


RICHARD W. DOUGLASS 
BARBARA FERRY 

L. MORGAN Yost, AIA 
Associate Editors 


R. Y. KERR 
Washington Editor 


J. F. SCHAFFHAUSEN 
Farm Building Consultant 


® 


HERBERT A. VANCE 
Publisher 


Audit Bureau 
of Circulations 
Member 


WILLIAM E. VANCE 
General Manager 


J. R. HANNON 
Circulation Manager 


W. G. SIMPSON 
Advertising Manager 


J. P. AUSTIN 
Western Manager 


E. W. CHAPMAN 
Eastern Representative 


G. BERT FOSTER 
Southern Manager 


L. J. POHLMANN 
MILTON D, PRICE 
Mid-West Representatives 


PUBLISHED EVERY OTHER WEEK at 
139 North Clark St., Chicago 2, Ill. 
Telephone Central 1281 @ OFFICES 
IN OTHER CITIES: 175 Fifth Ave., Room 
1601, New York 10, N. Y., Telephone 


Algonquin 4-1145 @ 3000 39th Street 


N. W., Washington 16, D. C. @ 4463 
Stuart Bldg., Seattle, Wash. @ 822 
Perdido St., New Orleans 12, La., Tele- 
phone Canal 2604 @ Terms of annual 
subscription, postage paid: United 
States, Canada, and Mexico, $3. 
All other countries in the Universal 
Postal Union, $6. Single copies, 25 
cents, except Reference and Directory 
Number which is $1. Copies of issues 
prior to the current year, if available. 
$l each. In changing address, give 
old as well as new address. 


NOTE: All subscribers receive a MAIL 
= from the publishers, in advance 
of the expiration of their subscriptions. 


Copyright 1947 by American Lumberman, 
Inc. 


AMERICAN LUMBERMAN & 
Established 1878—Office of Publication, 


4 North. Clark 









Areva Lunbernar 


Buuioin PRopuct MencHanpiser 


FOUNDED 18673 


Contents for MARCH 1, 1947 


News and Trends ...... a as A eee ae 
Coming Conventions _.. ee ee POM Re i ree 
Editorial—There is Nothing Wrong with the Home Building Industry 
Ne re ee 29 
Master Merchant Series—Builder-Merchant of Bennettsville... 31 
Decision to enter package selling proved stepping stone to 
success. 
Oak Flooring Returns ..... eee Pe a LP) 
Dealers may expect supplies adequate to equip all homes built 
this year. 
Self Education Builds Sales Volume............................ 36 
” Taking time to study and use manufacturers’ helps results in 
boosted sales. 
Management Series—Comparative Business Analysis............ 38 
Plan a system that will show which items bring biggest profits, 
which are your losers. 
Re-Designing the Yard for Action................ cite ee 
Dealer mechanizes yard handling; doubles its capacity. 
Whose Public Are They? BAR! EEE ET SN GS eet 43 


How to make your ads turn readers into steady customers. 


Salesmanship Series—Preparing Yourself for Creative Selling... .. 46 


Your personality determines your salesmanship; quiz to help 
you know yourself. 


oe Sea uh Res Oa teens Oe Ran 48 
Recent Dealer Conventions __. . aby ¢ ces ie 49 
Washington Calendar .................. ee ES 
Merchandising Clinic ...... csacacs toa eee so Fe ina 60 
What's New?—Products, Literature, Sales Aids................ 62 
Lumber Market Analysis __. ake: Nee eS oe 
Names in the News. ... ee eta ace al Mee ean 73 
Classified Advertising heed Sd gills v: ate Seuinee aS 77 
Index to Advertisers sat so bcs vate pot ca eee 





THE AMERICAN LUMBERMAN & BUILDING PRODUCTS MERCHANDISER PLATFORM 


I—Organization of an integrated and articulate construction industry which will 
provide more and better building products to consumers at lower real costs with fair 
wages and profits to all who serve in the industry. 

2—Coordination of all production, marketing, research and professional activities 
concerned with the development, sale, and delivery to the consumer of building 
products—including the functions of the manufacturer, wholesaler, retailer, architect, 
realtor, contractor, mechanic, financier, association official and public servant. 

3-—Identification of the building products merchant as central headquarters for the 
industry's consumer selling activities in the local community. 

4—Perpetuation of the free enterprise system as the basis of a more abundant and 
meaningful life for all. 

5—Informative, educational and merchandising-minded journalism and service 
toward these ends. 


The Editors 


Street, Chiesgo 2, as second-class matter Oct. 2, 1946 at the Post 


BUILDING PRODUCTS MERCHANDISER. me ~ every other week by American Lumberman, | 


tered 
fice at Chieago, Illinois, under the Aet of Mareh 8, 1879. 
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@ Farm customers are insisting more and more on steel products made to g Py 
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longer, better service. Increasing Continental production of quality steel produ 1 
offers dealers a chance to capture their share of this growing farm market ... W 
a 
build sales with this popular line. The Continental line includes: Tyl-Lyke, Q’ 
rugated and 12 other types of steel roofing and siding; Flame-Sealed fence w ‘ 
the Pioneer and Champion knots and 14 other styles of farm fence. It incu 
posts and gates, nails, staples and other steel products for making farm impro : 
ments. Though demand still exceeds production, this mighty market is bei S 
The Continental Sales-Building Program includes: the directed to Continental dealers by consistent farm paper advertising and 
Farm and Livestock Record Book, the Grassland | a 
Farming Manual devoted to soil ¢ ti d servi j onti rogram 
ae ine Ma Gar ae eee teen helpful services to farmers. Ask your jobber about the Continental progra C 
Service with many helpful hints for repairing old al fe 
buildings . . . for building new structures. Ask write—. { 
your jobber about the Continental program. , 
I 
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15 Types of Farm Fence, 14 Styles of Steel Roofin Nails, Staples, Low 
P _— 3 ils, Staples, 
RODUCERS OF Posts, Gates, Barb Wire and Siding, and Fittings Fence, Wire Produ¢ 
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TOTAL LUMBER PRODUCTION FOR 1946 was 34.5 billion board 


feet, says the Department of Commerce, at the same time esti- 
mating production for this year at approximately 36 billion feet. 
Lumber requirements, estimates the Civilian Production Adminis- 
tration (Office of Temporary Controls) places the minimum need 
at 34,803,000,000 feet. This includes 600. million for export. Domestic 
requirements for 1947 include 7,589,000,000 board feet for resi- 
dential building; 5,873,000,000 for other new construction; 8,941,- 
000,000 for maintenance and repair; 4,800,000,000 for factory use 
and seven billion for boxes, crating and dunnage. 


FREIGHT CAR SHORTAGE is expected to continue through the 








year. More cars are being scrapped than built. Railroads estimate . 


their needs at 100,000 cars and ODT says 120,000 cars are needed. 
Biggest transportation tieup expected this spring and next fall. 


SALES WERE UP 34 PERCENT for lumber-building supply dealers 


for 1946 compared with 1945, the Bureau of the Census reports. 
Total sales for 1946 amounted to $552,407,477 compared with 
$413,669,049 for the preceding 12 months. The increases varied 
from two percent (Va.) to 54 percent (Vt.). California, the state 
showing the largest number of reporting firms (187) had an in- 
crease of 31 percent in 1946 over 1945. 


HIGHER RENTS in some form are likely to be approved by the 


time you read this. Removal of rent controls has the strong backing 
of NRLDA which points out that 80 percent of rental housing con- 
sists of duplexes, three-flat and four-flat units for which retail 
lumber dealers handle the basic materials. 


HARDWOOD FLOORING output, authorities believe, will be 


adequate to meet requirements this year. However, there is a 
decided difference of opinion on expected production. The Civilian 
Production Administration says 800 million board feet; the National 
Oak Flooring Manufacturers’ Association says 550 million feet 
“under favorable conditions.’’ The adequacy of prospective hard- 
wood flooring supplies this year is based by the manufacturers’ 
association on figures for the peak building year of 1925 when 
937,000 dwelling units were built. The output of hardwood flooring 
for that year was 545 million board feet. The record output of 568 
million board feet was reached in 1928. 

KEEP YOUR EYE ON W-E-T BILL. It has been reintroduced by 
Congressman Celler (D), N. Y. This bill and others like it will bear 
the scrutiny of every building products merchant interested in pre- 
serving free enterprise. 

SUFFICIENT MILLWORK WILL BE AVAILABLE to meet building 
demands this year, the Civilian Production Administration claims. 
CPA says 2,300,000,000 feet will be available for millwork as 
against a minimum demand for approximately 2,200,000,000 feet 
for residential building and other construction. The demand is 
based on the assumption that more than one million dwelling units 
will be completed during 1947 and that lumber production will 
reach the estimated 36 billion foot mark. 

RESTRICTIONS ON NON-HOUSING have reduced production of 
brick and tile, according to Roy A. Shipley, president of the Struc- 
tural Clay Products Institute, who says non-housing construction 
normally takes over 50 percent of the industry's output. 


NAILS FOR SIX MILLION HOMES of average size will be turned 


out this year if the prediction made by E. E. Louis, representing 
American Steel & Wire Co. becomes a fact. 
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WARNING 


Government says high lumber 
prices encourage substitutes 


LUMBER dealers may lose some 
of their markets to competing ma- 
terials, warns the Department of 
Commerce, unless prices can be 


_ stabilized at more moderate levels. 


“This loss of markets could 
easily happen,” says the govern- 
ment agency, “particularly since 
there has been great technological 
improvements in competing mate- 
rials and the production of these 
lumber substitutes is now expand- 
ing.” 

The agency points out that ample 
supplies of lumber are apparently 
available for those who care to 
meet the asking price and that “‘de- 
lay by distributors in building up 
their depleted stocks must, in gen- 
eral, be based on fear of excessive 
tieup of working capital in high 
priced lumber and of possible losses 
when prices finally stabilize at 
lower levels.” 


1-E HOME 


Retail dealers expect to sell 
100,000 units the first year 


THREE basic designs and four 
variations of those designs are pro- 
vided by plans drawn for the in- 
dustry-engineered home, L. C. Hart, 
co-chairman of the manufacturer- 
dealer coordinating committee, an- 
nounced at a meeting of the com- 
mittee in Chicago. 

The basic plans provide for a 
minimum one-bedroom unit, a two- 
story two-bedroom house and an 
L-shaped two-bedroom house. The 
variations involve the addition of 
basements and re-arrangement of 
rooms. 

WILL SELL 100,000 


Lumber dealers, said Mr. Hart, 
seem convinced that the L-shaped 
house is the most salable and they 
expect to sell 100,000 homes .of 
that design the first year that plans 
and materials are available. _ 

Dimensions of the houses will be 
coordinated with the dimensions of 
the standard materials, using the 
four-foot module. Substantial sav- 
ings in manufacture, distribution, 
packaging of materials and on-site 
construction is expected to result. 
Overall floor space is about one- 
third greater than required by 
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Bank 


We are growing reserves of 
famous OZAN shortleaf pine 
that assure lumber dealers 
ample future supplies of top 


quality forest products. 





OZAN wmFeR ce: 














AUPERCEDAR 


Production is improving 


Nationally 
Advertised 














Packaged, 
Labeled and Sealed 


To you who have been patiently 
standing in line awaiting deliveries 
of SUPERCEDAR- our production 
is at last increasing. While in fair- 
ness to all we must continue for 
the present on allotment basis, we 
are hoping to achieve reasonably 
good service in the near future. 


GUARANTEED The Spectacular Pent+up 
90% Red Heart Demand for SUPERCEDAR 
or Better is a gratifying. = 
ealer, reserve space for 
100% Oil Content iin your shed—we are 
going to make it availa- 
| ble to you as rapidly as 
| conditions will permit. 





Product of 


GEO. C. BROWN & CO. 





LARGEST MANUFACTURERS OF 
AROMATIC RED CEDAR IN THE WORLD 
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minimums established by FHA in- 
sured loans. 

Basic plans will be unveiled 
shortly in Washington before mem- 
bers of Congress FHA officials, 
the building industry and the press. 


EDUCATION 


Thirteen institutions will 
offer special 30-day courses 


THIRTEEN colleges and univer- 
sities have scheduled 30-day courses 
in retail lumber merchandising 
early this year. 

The institutions and the dates 
for the various courses follow: 

University of Illinois, State Fair 
Grounds, Springfield, Feb. 24 to 
Mar. 21; Massachusetts State Col- 
lege, Amherst, Feb. 6 to Mar. 7 and 
Apr. 7 to May 6; Michigan State 
College, East Lansing, Mar. 3 to 
Mar. 28 and Apr. 14 to May 9; 
New York State College of Fores- 
try, Syracuse University, Syracuse, 
Mar. 6 to Apr. 4; Ohio State Uni- 
versity, Columbus, Feb. 10 to Mar. 
8 and Apr. 7 to May 2. 

Also Purdue University, West 
Lafayette, Ind., Mar. 24 to Apr. 18; 
University of Washington, Seattle, 
Mar. 6 to Apr. 4; University of 
Wisconsin, Madison, Mar. 31 to 
Apr. 26; Southern Methodist Uni- 
versity, Dallas, Apr. 7 to May 2; 
Louisiana State University, Baton 
Rouge, Apr. 7 to May 2; Georgia 
Tech, Atlanta, Apr. 7 to May 2; 
City College of New York, New 
York City, Mar. 3 to Apr. 4; Uni- 
versity of Southern California, Los 
Angeles, Mar. 10 to June 27 
(night). 


APPRENTICES 


Whitlock urges funds to train 
many thousands of mechanics 


ADEQUATE funds for the train- 
ing of apprentices in the building 
trades is urged by Douglas Whit- 
lock, chairman of the Building 
Products Institute, in order to 
avoid a shortage of skilled work- 
ers which may prolong the housing 
shortage. 

“At least 150,000 to 200,000 ad- 
ditional skilled workers will be re- 
quired by the middle of the year 
if the 20-billion dollar construction 
program is achieved this year,” Mr. 
Whitlock said in a letter to Rep. 
Taber, chairman of the House Ap- 
propriations Committee, which is 


March 









considering funds for the appren- 
tice training service of the U. s. 
Department of Labor. 

“Because of the limitation on 
non-residential building is holding 
down the total volume of construe. 
tion at this time, the need fo, 
training more building trades work- 
ers is not fully appreciated in some 
parts of the country and insufficient 
effort is being made to expand ap- 
prentice training programs,” Whit- 
lock said. 

More than 7,000 prospective brick 
masons have entered apprentice 
training courses since the end of 
the war and training programs for 
masons have been started in over 
240 communities, Roy A. Shipley, 
president of the Structural Clay 
Products Institute announced. 

“It is estimated that approxi- 
mately 154,000 skilled masons will 
be needed to meet peak require- 
ments after limitations on non- 
residential buildings are removed. 
Only about 91,000 experienced 
workers were available when peace- 
time construction was resumed fol- 
lowing V-J Day.” 


PAINT 
Billion-dollar forecast is 
dependent on raw materia's 


THE paint industry anticipates 
a billion dollar business this year. 

“Despite the raw material short- 
ages which are evident, we believe 
that upon the whole the situation 
will show gradual improvement and 
that quantities available through- 
out the year will be greater than 
in 1946—and that the billion dollar 
year is here right now!” 

The above is an excerpt from 
an address by Ernest T. Trigg 
president, National Paint, Varnish 
& Lacquer Association, before the 
annual convention of painting and 
decorating contractors last month 
in San Francisco. 

Since then the raw material out- 
look has improved with a.guaran- 
teed shipment of 40,000 tons of 
Argentine linseed oil by May 31. 

Both house and barn paints are 
expected to be in better supply 
this year than in 1946. 


CONTRACT 


General Houses guaranteed 
backing for prefab dwelling 


GENERAL HOUSES, a Chicago 
concern which distributes exclu- 
sively through retail lumber deal- 
ers, has been granted a guaranteed 
market for 2,000 prefabricated 
homes by the Federal government. 
Production will start this month 
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— Stock and promote Kay-Tite for solid profits! Kay-Tite 
il out- sells and retails at standard cost throughout the U.S., 
a without price-plusses for cross-country shipping. 
/- Prepaid freight charges mean more savings... bring- 
ts are ing Kay-Tite costs down to rock-bottom. 
supply 
Kay-Tite protective coating for all porous masonry 
surfaces works by penetrating, expanding and sealing 
anteed masonry surfaces against water seepage. . . helps a . ” 
ildi i i . ompany, West Orange, NJ. 
welling protect buildings against damaging effects of leakage ry KAY-TITE Company, Wast Os oes | 
icé d foundations. & cans aaa ae a v ane 
an _~ — alates ad han eae in *S0.lb pag List price $11.00 al 
ex - 
| - Fast-moving, profitable Kay-Tite is easy-to-handle, ~ aren 
e é 
all easy-to-sell. Clip the handy coupon today for — an 
iment. the Kay-Tite $20.88 Deal. Kay-Tite Company, West city. STATE 
month Orange, N. J. m= JOBBER'S NAME 
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A for the 
‘Days when 
-\Selling Counts 


Yes, when selling counts, Red Brand Fence and 
Red Top steel posts will add selling prestige to 
your store. Farmers have long known and trusted 
these two products... and it reflects to the dealers 
who handle them. 


Ta Ce a aaa 


Longer fence-line service...years of honest 
merchandising... steady national advertising ... 
all have made Red Brand 
and Red Tops sales leaders 
in their field. 








KEYSTONE STEEL & WIRE CO. 


PEORIA 7, ILLINOIS 


ee z RED BRAND fence 


__ RED TOP STEEL POSTS 
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at the rate of 10 units, gr: adually 
stepping up to 430 units in the sec. 
ond quarter, 900 in the third ang 
660 in the fourth. 

The contract calls for 1,646 units 
of a one-story two-bedroom house 
containing 874 square feet of floor 
space and 54 houses of a three-bed- 
room house type containing 1,038 
feet. 

First floor room sizes are: living 
room 12x20 feet; each bedroom 
12x12; kitchen 9x12 and _ utility 
room 6x12. Exterior walls, parti- 
tions, floor, ceiling and roof wil] 
consist of factory-built wood panels 
with sheetrock as the interior finish. 


Coming Conventions 


Mar. 5-7—Intermountain Lumber 
Dealers Association, Salt Lake 
City, Utah hotel, no exhibits. 


Mar. 5-7—Iowa Retail Lumbermens 
Association, Des Moines, Coli- 
seum and Savory hotel, exhibits. 


Mar. 10-12—Lumbermen’s Associa- 
tion of Texas, Galveston, Munici- 
pal Pier, exhibits. 


Mar. 11-13 — Indiana Lumber & 
Builders Supply Association, In- 


dianapolis, Murat Temple, ex- 
hibits. 
Mar. 13-14—Independent Retail 


Lumber Dealers Association, 
Minneapolis, Radisson Hotel, ex- 
hibits. 


Mar. 17-19—Ontario Retail Lumber 
Dealers Association, Toronto, 
Royal York Hotel, exhibit. 


Mar. 18-20—Southern Pine Asso- 
ciation, New Orleans, Hotel 
Roosevelt. 


Mar. 19-20— Louisiana Building 
Material Dealers Association, 
New Orleans, Jung hotel exhib- 
its. 

Mar. 19-20—New Jersey Lumber- 


men’s Association, Atlantic City. 
Traymore hotel, no exhibits. 


Mar. 19-22—American Society of 
Tool Engineers, Houston, Rice 
Hotel. 


Mar. 20—Northeastern Wood Util- 
ization Council, Boston, Parker 
House. 





Mar. 26-27—Southern Hardwood 
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,. Certainly, all these homes have 
STEEL DOOR FRAMES! 
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Asso- 
otel Home buyers are asking about steel door frames because they under- 


stand the advantages of wear-resistant, rigid, permanent steel 


ilding construction. 
ation, 


exhib- And builders are using AETNA STEEL DOOR FRAMES because the 
one-piece, all-welded construction means that they can be installed in 
mber- a fraction of the time it takes to erect multiple unit frames. Hinges 
tie come welded to the AETNA FRAME, bronze strike plate is furnished 


ts. 
; and frames are prime coated at the factory. 1 
Rice 



















Send for this descriptive booklet. 


es AETNA STEEL PRODUCTS CORPORATION 
Manufacturers of Quality Hollow Metal Doors, Trim and Elevator Enclosures 
EXECUTIVE OFFICES: 61 Broadway, New York 6, N.Y. 
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Producers, Inc., Memphis, Tenn., 
Hotel Peabody. 


Mar. 26-27—-Southern Hardwood 
Producers, Inc., Memphis, Hotel 
Peabody. 

Mar. 26-27—South Dakota Retail 


Lumbermen’s Association, Sioux 
Falls. 


Mar. 27-28 — Florida Lumber & 
Millwork Association, Hillsboro 
Hotel, Tampa, exhibits. 


Mar. 27-29—Montana Retail Lum- 
bermen’s Association, Great 
Falls, Rainbow Hotel, no ex- 
hibits. 

Apr. 11—Southeast Missouri Retail 
Lumber Dealers Association, 
Cape Girardeau, Hotel Mar- 
quette. 























No announcement has yet been 
received from the following asso- 


ciations: Southern California Re- atl e° 

tail Lumber Association; Arizona : rm oA 

Retail Lumber & Builders Supply 

Association; Lumber & Supply “He wants to buy one shingle; says he just graduated from law school.” 








Dealers Council, Georgia. 











LOW APPLIED COST ~ NO WASTE! 


No batten strips...no rips...no tears...notime it’s a cottage or a mansion, Sisalkraft gives every 
lost — that’s the reason why Sisalkraft matches all home an extra measure of protection against mois- 
other building papers in low applied cost. Whether ture, wind, dirt and dust. 


The SISALKRAFT Co., 205 W. Wacker Drive, Chicago 6, III. 


Manufacturers of Sisalkraft for sheathing, Copper Armored Sisalkraft for all 
concealed flashing, Sisalation for reflective insulation and moisture barrier. 
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THERE IS NOTHING WRONG WITH THE HOME 
BUILDING INDUSTRY—THAT EDUCATION 
WON'T CURE! 


An objective study of the so-called home building industry 
reveals that the lack of education and training is a primary 
reason for our failure adequately to perform. 

We are trying to win the housing battle with green troops! 

Starting at the source of the product—a new house—very few 
of the engineers that design the products of the 65 industries 
which produce the 30,000 parts of a house have a detailed 
knowledge of either the housing problem or of the new house 
package itself. 

Training in product coordination is practically non-existent. 

Designers in these manufacturing plants are well educated 
men as a rule, carrying university degrees, but their degrees 
are often in engineering or liberal arts. The best informed 
of them may have additional training in advanced business 
courses. However, none of them are trained in the techniques 
of new house production because until very recently there 
were no such courses in existence. 


TRAINING FOR LOCAL HOME BUILDERS 


Out in the field among the 165,000 carpenter-contractors who 
build America’s homes there is scarcely any one that has had 
a specialized formal training in house building. 

Here, too, there are some university men but generally they 
are graduates of civil engineering courses trained to construct 
buildings larger than homes. 

MARKETING TRAINING 

No one at any level in the home marketing structure from 
the manufacturer through to the retailer, contractor and real 
estate man has had any formal training in the new house mar- 


keting problem because no such curricula existed until recently. 
Architectural courses, too, have been woefully lacking in 


_ specific training for home building and marketing. 


TRAINING OF MECHANICS AND BUILDING TRADESMEN 


The skilled mechanics in the industry have generally acquired 
their education and training in the field as apprentices work- 
ing up to craftsmen in their respective trades. Generally speak- 
ing, much of their apprenticeship has been served in heavy 
construction rather than in the specialized technique of small 
house construction. There has been very little education or 
training pointed specifically at light construction, and yet this 
constitutes 50 percent of the entire construction volume. 

From a public relations point of view, the principal attacks 
on the home building industry are covered by the indictments: 
high costs; lack of responsibility; inadequate service. 

Low costs in consumer packages are always secured through 
closely coordinated engineering of the end use product. This 
has not been had in the building industry because of lack of 
education and training. 

Secondly, industrial responsibility to the consumer is always 
grounded in a professional “merchant” background. The mer- 
chants in the building industry have evolved, instead of being 
educated or trained as such. 

Speedy, efficient service is always the result of thoroughly 
and competently trained personnel. The latter is a rarity in 
the home building industry. 


A GOOD JOB IN SPITE OF THESE HANDICAPS 


In spite of the fact that the building industry has lifted itself 
y its boot straps education-and-training-wise, and admitting 
some justice in the public criticisms of our industry, Americans 
are still the best housed people in the world! Our much abused 
building industry has this to its credit. The modern American 
‘ome is the envy of builders in every quarter of the globe. 
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The home building industry in America, however, can and 
should do much better. We will do so when our education and 
training programs are adequate. We should have both a short 
term and a long swing training program. 

The universities of America in recent years, 26 of them,* 
have installed courses leading to a degree of Bachelor of Sci- 
ence in Light Construction Engineering and Marketing. This 
is a splendid long swing program and it should be enlarged 
and intensified. However, to meet the immediate challenge, 
our industry should have training programs for production en- 
gineers at the product manufacturing level; training for mar- 
keting people all along the distribution chain, and training 
for local builders. 

The 30 day courses sponsored in some 13 universities* at 
the present time by the National Retail Lumber Dealers asso- 
ciation are on the right track. These should be extended 
throughout the country. There is need literally for hundreds 
of such 30-day courses. 

The same is true regarding home builders’ short courses. A 
very few of our universities are putting on home builders short 
courses and extension programs, but the surface has not yet 
been scratched. 

At the local level, advanced training of mechanics on home 
building techniques can be had through manufacturer-dealer 
sponsored local training sessions. If the manufacturers will 
equip dealers with films and text materials, the dealers can 
step up the techniques of local mechanics through such a sim- 
ple educational process as a series of evening meetings. 

The home marketing program should be given attention in 
the university short courses, and we on the American Lumber- 
man & Building Products Merchandiser feel our obligation so 
keenly that we are embarked on a continuous educational pro- 
gram for sales managers and salesmen in the home building 
industry. 

Each one of these individual steps might not be considered 
important taken alone, but collectively they will have the in- 
evitable effect of meeting the challenges to the home building 
industry and delivering a better new house product at a better 
price in the reasonably near future. 

In the final analysis, 80 percent of the cost of a new house 
is personal services. Education, training and incentives—these 
are the things which increase the productivity and efficiency 
of personnel—these are the roads to lower costs and better 


homes. 
PUBLIC EDUCATION 


There is one more basic need for education, and that is a 
public understanding of the problems, facilities and abilities 
of the light construction industry. A splendid start has been 
made on this in the Home Planners Institutes. This program 
should be greatly strengthened, given continuity and extended 
to every county in the United States which has a housing 
problem. 

ny Institute Program will be the subject of another edi- 
torial. 


*We will be glad to send those interested the names of 
these universities. 


EDITOR 
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Can Cracked Ceilings 
Make Business ? 


> 


Beauty in keeping with the most 
pretentious homes—yet at a cost with- 
in reach of the small home owner. 
Upson Ceiling in the home of Fred 
Ludwig, President, Merritt Lumber 
Yards, Reading, Pa. 


7. big business . . . for 


architects, for dealers and for 


contractors! 


The 1940 census revealed 18% of 
all dwelling units in need of major 
repairs. Now after the neglect of 
war years that figure has jumped. 


A great part of this business can be 
yours! For homeowners, bothered 
with cracking plaster, want ceilings 
of enduring beauty and permanence. 


Using Upson Ceiling Panels made 


specifically for the purpose, a car- 
penter can apply a ceiling which will 
remain forever crackproof—a ceil- 
ing which will be more than a bare, 
uninteresting expanse. He can apply 
a ceiling which will become an inte- 
gral part of the decorative scheme 
—adding modern char- 
acter, design and charm 
to the interior. He can do 
the job right over old 
plaster—without the dirt 
and muss which goes 
with replastering. 


PACEMAKER 


Upson Quality Products Are Easily Identified by the Famous Blue-Center 


Sha. Seas 


Ye 


Every architect, carpenter 

and contractor will find 

Upson answers tough interior 

problems. Like every good 

building product, Upson Panels 

are not yet fully available . . . but 

we're doing our best 24 hours a 

day! The Upson Company, Lock- 
port, New York. 





Here’s a business-getting habit: 
When you look up, speak up! Where 


cracking plaster is causing trouble, 
always say . . .“You need an Upson 
Ceiling, Madam.” 
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The Builder-Merchant 





of Bennettsville 


The decision to turn his back on traditional operation and enter 
package selling, started this Master Merchant on the road fo success. 


IFTEEN YEARS ago, when he 
turned his back on traditional 
lumber yard operation and entered 
the package selling and contract- 
ing business, H. J. Munnerlyn made 
a decision which marked a mile- 
stone in his career and started him 
on the road to outstanding success. 
The road wasn’t easy, but Mr. 
Munnerlyn was fortified with busi- 
ness acumen and a love of the 
business which sprang from a warm 
regard for his fellow citizens and 
a desire to help them get homes. 
Looking back at it, he is inclined 
to agree it was the best road to 
follow despite the merchandising 
barriers and pitfalls he occasion- 
ally encountered. 

The records substantiate Mr. 
Munnerlyn’s belief. The 1940 cen- 
sus credits Bennettsville, S. C., 
Where his yard is located, with a 
population of 4,895. Total popula- 
tion of his trading area, which fol- 
lows the boundaries of Marlboro 
county, is slightly in excess of 30,- 
000. His total material sales are 
running more than $300,000 a year. 
This figures out to an almost even 
$10 per capita per year—an excel- 
lent performance anywhere and an 
outstanding one in that particular 
market, 

H. J. Munnerlyn is a native of 
Bennettsville. He attended the lo- 
cal schools and completed his aca- 
demic education at Wofford college. 
For a while he worked at farming. 
During World War I he served with 
the 81st (Wildcat) division at 
home and abroad. He founded his 





H. J. MUNNERLYN, Bennettsville, 
Master Merchant of the Light Construction 
industry. 
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lumber business in 1919, shortly 
after his return from the service. 

At first he sold only lumber, but 
over the years has followed a defi- 
nite program of expansion and 
diversification. Today he. handles 
lumber, millwork, hard materials, 
paint, hardware, insulation, weath- 
erstripping, roofing and those elec- 
trical appliances which he considers 
to be integral parts of a home. 
These include ranges, refrigerators, 
water heaters, dish washers and 
washing machines. As Mr. Mun- 
nerlyn expresses it, “We carry 
everything for building — every- 
thing that goes into house construc- 
tion except heating and plumbing 
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equipment. At present we turn 
these parts of the job over to sub- 
contractors.” 


BUSINESS BREAKDOWN 


IN NORMAL years about half,of 
the total materials sales are ac- 
counted for by over-counter trans- 
actions and there are usually five 
salesmen in the yard and store to 
handle this business. 

The remaining 50 percent of ma- 
terials sold go into contract jobs 
and packages. At present Mr. 
Munnerlyn and a draftsman he 
employs are able to handle custom- 
ers for all such jobs, but as soon 
as conditions require it he will add 
two outside salesmen to concentrate 


. on package sales. 


Sales records prove that Mr. 
Munnerlyn’s business is basically 
organized for: service to the ulti- 
mate consumer. About 50 percent 
of his volume is to consumers liv- 
ing in town, and 50 percent goes 
to farmers in the county. This 
operation is an almost perfect ex- 
ample of controlling the sale. By 
selling direct to the consumer and 
by keeping mechanics employed 
steadily, Mr. Munnerlyn has prac- 
tically eliminated competition. Car- 
penter contractors work for him 
rather than competing with him. 
He is assured of their loyalty by 
selling enough jobs to require their 
services all year around. 


A BUILDER-MERCHANT 
H. J. MUNNERLYN is the light 
construction industry in Bennetts- 
ville, S. C., and for fifteen year# the 
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MASTER MERCHANTS OF THE LIGHT 
CONSTRUCTION INDUSTRY 


One of the Nation's eutstanding building products re- 
tailers is featured in each issue of this publication. The 
editors of American Lumberman & Building Products 
Merchandiser believe these articles will be @ source o 
practical business ideas and inspiration to other retailers 
in the industry. Only top-flight merchants will be fee- 
tured in the series, but @ sufficiently large number of 
them meet the egacting requirements so thet it will take 
many months to cover them all. 
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story of his business is the story of 
that town’s physical growth. One 
thing that prompted him to enter 
the contracting business was that 
the people of that area were not 
being adequately or efficiently 
served in their building needs. 

The main types of building pack- 
ages which Munnerlyn merchan- 
dises are as follows: 


1. New homes. 
2. Commercial buildings. 
Farm buildings. 


i) 
: 


4. Re-roofing and siding jobs. 

5. Insulation jobs. 

6. Weatherstripping jobs. 

7. Remodeling (according to Mr. 
Munnerlyn this is considerably 


more profitable than new building.) 
8. Painting jobs. 


In each case Munnerlyn sells the 
complete job, including both mate- 
rials and labor. He guarantees the 
job and the price. 


HANDLING CUSTOMERS 


OPERATION of this contracting 
business requires the personal at- 
tention of Mr. Munnerlyn as well 
as that of a draftsman and a con- 
struction superintendent. In addi- 
tion nearly 100 mechanics such as 
carpenters, painters, etc., are em- 
ployed by the firm. Some of these 
mechanics have been with Mr. 
Munnerlyn for more than 15 years, 
and although their wages are on an 
hourly basis, the work is planned 
so that nearly all of them are kept 
busy most of the year. 

Mr. Munnerlyn takes a sincere 
personal interest in his customers 
and devotes much of his time to 
helping them formulate plans and 
arrange financing. He carries a 
wide selection of stock plans and 
keeps a competent draftsman on the 
payroll at all times to adapt them 
to customers’ individual require- 
ments—or to develop original plans. 

The customer or prospect inter- 
ested in a building package 
(whether it is a new home, a farm 
building, remodeling job, etc.) is 
usually handled with the following 
step-by-step procedure: 

(A) Munnerlyn discusses the 
project with the customer and helps 
him® crystallize his thinking as to 
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the size, type and style of struc- 
ture needed. This is a personal but 
business-like service designed to 
get the customer what he wants, 
keep him practical in his desires 
and fit the job to his purse. 

(B) The customer is turned 
over to the draftsman. By this 
time the ideas have become suffi- 
ciently precise so that all details 
of planning can be completed. 

(C) An estimate is submitted 
and financing plans are arranged. 
In this connection all papers and 
details are handled for the cus- 
tomer. 

(D) The contract is signed and 
work is started. 

This list, of course, gives only 
an abbreviated picture of the hard 
work demanded by package selling, 
but it indicates the intelligent at- 
tention to detail which has built a 
solid reputation for Mr. Munnerlyn 
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and sent his sales volume climbing 
ever upward. He has closed every 
year on the black side of the ledger 
since he started the business. 

Mr. Munnerlyn is completely sold 
on the idea of package selling and 
knows from experience that it is 
the best way for him to operate. 
Since the bulk of his sales are to 
ultimate consumers he seldom 
quotes a price on materials alone 
but usually on a complete job in- 
cluding labor and materials. “We 
make a better margin of profit on 
package selling and contracting; 
the owner has a definite price be- 
fore the work is started, and he 1s 
assured the completed job will not 
cost more than was expected,” he 
says. 

Over the years he has opened 
several subdivisions in and around 
Bennettsville. He got these started 
by acquiring and improving the 
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land and then building a few 
houses on speculation. Most of his 
houses, however, have been custom 
built. 


ADVERTISING 


THE nature of Mr. Munnerlyn’s 
business is such that he is a great 
believer in institutional advertising. 
Primarily, he has two stories to tell 
the public: (1) that he handles a 
complete line of all materials needed 
for building and (2) that he offers 
a complete planning and contract- 
ing service. To keep people think- 
ing of him in connection with all 
their building needs he employs 
newspaper, direct mail and sign- 
board advertising. 

His promotional efforts do not 
stop there. By direct mail he cir- 
culates consumer advertising litera- 
ture furnished by the various man- 
ufacturers. This is effective be- 
cause it stimulates interest in 
building, creates desire and gives 


prospects ideas concerning specific 
building and remodeling jobs. 

A wide range of civic activities 
also serve to keep Mr. Munnerlyn 
before the public. He is a charter 
member and past president of the 
Rotary club, past Post Commander 
of the American Legion, a trustee 
of the Marlboro County General 
hospital and the Marlboro County 
library, a director of the Marlboro 
Trust company and the Home 
Building and Loan association, and 
served a number of years as a 
Bennettsville City councilman. 

Also active in industry affairs, he 
has been a member of the Carolina 
Lumber and Building Supply asso- 
ciation for more than 20 years and 
is a past president of the group. At 
present he is a member of the board 
of directors of the National Retail 
Lumber Dealers’ association. 

Most of the up-to-date buildings 
in Bennettsville and its environs 
can be attributed to the activities 


ry 
‘UILDING Propucts MERCHANDISER, March 1, 1047 


of this Master Merchant. 
served his community well. 
service has paid him—not only in 
dollars but also in the deep satisfac- 
tion that comes from a job well 
done. 









He has 
Such 


“It’s a lot of fun,” says Mr. Mun- 


nerlyn in referring to his business. 
“I know of nothing that gives me 
more pleasure than helping a young 
couple to get the home they need. 
To straighten them out on their 
wild ideas, to help them arrange fi- 
nancing within their means, to put 


them in a practical, up-to-date 
house suited to their needs—all — 
these are things I like. There’s 


something satisfying about a busi- 
ness that lets you do that.” 
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operations which convert it into fine oak flooring strips. After 
kiln-drying, long planks are fed through a rip saw, cutting them 
into various widths. 


| HARDWOOD Iumber enters the mill for the first in a series of 


>> 2 Lee 


et 


es * 
* WA cee 


the tops and bottoms of the strips, they continue on a conveyor 
to a trim saw where workmen cut out defective wood. Only 
high quality lumber survives this step. 


2 AFTER “rough dressing” in a planing operation which smooths 


Oak Flooring Returns 


—— DEALERS, long handicapped by shortages 

of ‘oak flooring, can reasonably expect sufficient 
supplies-in 1947 to fill the demands of all customers 
who may build homes this year, according to Henry H. 
Willins, secretary of the National Oak Flooring Manu- 
facturers ‘association. 

The production rate of flooring from oak and other 
southern hardwoods now is at a postwar peak of ap- 
proximately 500,000,000 board feet annually, he said, 
and there is a strong possibility that the year’s output 
may reach 550,000,000. 

“This should be enough to equip all the dwelling 
units the nation probably can build this year,” he de- 
clared. He based his conclusion on past performances 
in flooring production and residential construction, as 
compared with the outlook for 1947. 

“In 1925,” he pointed out, “when a peak of 937,000 
dwelling units was built, hardwood flooring produc- 
tion totaled 545,000,000 board feet. This apparently 
took care of needs. In the three following years, 
which also were periods of intense building activity, 
comparable quantities of hardwood flooring were 
produced. The record output of 568,000,000 board feet 
was attained in 1928. 

“Predictions on the number of housing units that 
will be completed this year vary considerably, and un- 
derstandably so. The effect of changing prices is un- 
predictable to a great extent. Estimates on the num- 
ber of homes which will be constructed in 1947 vary 
from 700,000 to 1,000,000. Chances are that the num- 
ber of dwelling units completed will fall somewhat 
short of the million mark. 
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“Under favorable conditions the production of hard- 
wood flooring can reach 550,000,000 board feet this 
year. If in 1925 this quantity of flooring was suffi- 
cient to equip 937,000 units built, it is reasonable to 
expect that the volume in prospect for this year will 
be adequate.” 

Production was disappointing during the first part 
of 1946, but has climbed steadily since then, Mr. Wil- 
lins explained. At present it is more than 70 percent 
over the figure for last August 1. He pointed out that 
government restrictions and other conditions beyond 
the control of flooring manufacturers were responsible 
for the poor showing up till that time. One of the 
major obstacles cited was the inability of flooring 
mills to obtain sufficient lumber due to the diversion 
of hardwoods to construction uses contrary to custom- 
ary practice. This diversion was forbidden by a CPA 
order which became effective August 1. The upward 
trend set in immediately. 

Another important factor in the increased output, 
Mr. Willins said, was that last summer and fall, the 
South enjoyed weather ideally suited for lumber pro- 
duction. As a result, a sufficient supply of flooring 
lumber is now available to manufacturers and “unless 
we have a prolonged period of bad weather, the pros- 
pect is for an ample supply of lumber during the com- 
ing year.” 

The acute shortage of oak flooring, which began 
during the war and continued until just recently, was 
felt as keenly by most lumber dealers as by the con- 
suming public. Dealers always found it to be a profit- 
able item. 
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IN - SUCCESSIVE operations the piece also is tongued and 

grooved at the ends so that each piece will join its neighbor 

snugly when the fleoting is laid. Then comes the grading test 
at the hands of-experts trained by years of experience. 


MOST strip oak flooring is side matched and#grooved on the 

3 bottom by machines such as this. Here the operator, to be certain 

the machine has been adjusted perfectly, checks tongue and 
grooving after the piece has been processed. 


Handicapped for several years by shortages of oak 
flooring, lumber dealers this year may expect supplies 
adequate to equip all the homes that can be built. 


PIECES are then segregated according to grade in pigeon-hole 

compartments at the end of the grading line. Here they are 

tied, 12 pieces to a bundle and placed on trucks. Soon they 
are on their way to a waiting lumber dealer. 


ALTHOUGH they work very rapidly, these expert workmen grade 

and mark the pieces according to the exacting specifications 

established by the National Oak Flooring Manufacturers’ asso- 
ciation and approved by the U. S. Bureau of Standards. 
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Employes’ willingness to capitalize on manufacturers’ helps 
and other sales aids have boosted this Nebraska store’s 
sales to high position in highly competitive paint field. 
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EFFECTIVE use of signs and window displays aid the Ely-Hoppe Lumber company in its aggressive 
merchandising policy. Window exhibits are changed weekly and the neon signs are kept blazing 


through the night. 


Self Education 
Builds Sales Volume 


Mest BUILDING products mer- 

chants can report a substan- 
tial increase in dollar volume these 
last few years. But how many can 
attribute this increase to aggreés- 
sive merchandising? Too many 
dealers will agree that business 
rolled in with below-average sales 
effort on their part. 

One exception to this indictment 
is the Ely-Hoppe Lumber company, 
North Platte, Neb., which has more 
than doubled its gross sales in the 
past two years while product vol- 
ume has increased approximately 
75 percent. 

LEARNING TO SELL 

“WE ARE willing to spend the 
time to learn how to sell,” is the 
way Paul Ely, secretary-treasurer 
of the company, explains it. 

This means that every member 
of the sales staff must know the 
product he is selling in order to 
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merchandise it effectively. 

“We believe everyone who meets 
the trade should know how a prod- 
uct is made and how it can be 
used,” says Ely. “In that way we 
are able to answer product ques- 
tions put by the average customer.” 

The trouble with many retail 
dealers. especially these last few 
years, believes Ely, is that they 
have done a better job selling their 
supplies than selling the public. 
The young executive has helped 
establish the reputation of his firm 
for sound merchandising by stay- 
ing away from off-brand lines. 

Ely-Hoppe believes in encourag- 
ing its employees to educate them- 
selves (1) by becoming acquainted 
with all available product litera- 
ture; (2) by picking up sales hints 
from manufacturers’ representa- 
tives and (3) by reading trade 
magazines in the building field. 


Despite the fact there are three 
major paint stores in North 
Platte, a city of 15,000, paint is a 
major item with the Ely-Hoppe 
store. This can be attributed to 
three factors, Ely believes. 

“The company we do business 
with,” he explains, “spends time 
teaching us the paint business and 
we take advantage of these com- 
pany contacts. Secondly, we adver- 
tise and almost as important, we 
talk paint all the time. We take 
pride in having efficient help who 
are willing to spend time learning 
how to sell.” 

Radio is an important feature of 
the Ely-Hoppe advertising pro- 
gram. The concern serves 4 40-50 
mile trading area, much of it im 
the ranch country where the radio 
is listened to as much for informa- 


tion as for entertainment. 


Ely-Hoppe has had a spot 
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prior to the noonday newscast for 
the past three years. Their radio 
program advertising is confined to 
one item for each broadcast, usually 
something seasonal, and the same 
announcement is held on the air for 
one month at a time. 

At the same time, the firm is a 
regular advertiser in the city’s eve- 
ning daily, the Telegraph-Bulletin. 
It takes a 2x10 display spot on page 
two, lower left, each Monday night. 
During the past few years the store 
has featured hard-to-get merchan- 
dise in its display advertising usu- 
ally with an illustration. 

The radio and newspaper adver- 
tising is supplemented by the U. S. 
Gypsum publication, The Business 
of Farming, which is sent to every 
box holder on rural routes out of 
North Platte eight times every 
year. 

Although the Ely-Hoppe store is 
four blocks from the shopping cen- 
ter, it advertises its wares on the 
premises by means of two display 
windows. The exhibits are changed 
weekly. A double neon sign catches 
consumer traffic along Highway 30 
east and west, also along Willow 


PAUL ELY, secretary-treasurer of the Ely-Hoppe 
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street. These signs are kept lighted 
all night. 

The company operates its own 
wood working plant which is used 
as a trade-getter by carpenters and 
others. Its shop is large enough to 
build hog houses, brooders and 
other types of small farm buildings, 
many of which are built in the win- 
ter months and delivered on skids. 

A careful inventory is taken reg- 


ularly on each item every month 
and total sales and expenses are 
tallied every three days. This run- 
ning inventory keeps the manage- 
ment up-to-the-minute on every im- 
portant item in stock. 

Ely is associated in business with 
W. F. Hoppe, president, who has 
been operating lumber yards for 
the past 45 years in Lincoln and 
Nebraska City and who established 
the North Platte store in 1930. Ely, 
who bought in four years ago, gives 
Hoppe credit for his knowledge of 
the business. 


FUTURE PLANS 
LUMBER is the leading item 
sold by Ely-Hoppe. - Following lum- 
ber are wallboards, roofing, insula- 
tion and millwork. Fencing, build- 
ers’ hardware and heavy hardware 


_ also add up to a good volume. 


The firm plans to erect a new 
coal shed and warehouse. Plans are 
also in the works to remodel the 
store to provide more adequate dis- 
play space, now restricted to an 
area approximately 30x50 feet. 

The eight Ely-Hoppe employees 
consist of the manager, assistant 
manager, bookkeeper, yard fore- 
man, his helper and three drivers. 


INTERIOR store view emphasizes the paint display, one of the most successful products sold by the 
concern and this in the face of keen competition. Bud McGovern, clerk-bookkeeper, is waiting on a 


io 
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customer, John Refior. 
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IN A SERIES OF MANAGEMENT 
ARTICLES FOR EXECUTIVE 
PERSONNEL OF RETAIL BUILD- 
ING PRODUCTS COMPANIES 








[ T Is AN AXIOM of good account- 
ing not to spend a dime to save 
a nickel. Obviously, business records 
should be as simple as possible with- 
out sacrificing clarity and control. 
Frequently, however, minor sav- 
ings effected by eliminating impor- 
tant records are more than offset 
by the loss of vital information. 
For example, a dealer may want to 
show all sales in one account, all in- 
ventories in another and all selling 
costs in a third. At the end of his 
fiscal year this dealer will be able 
to figure out his volume, margin 
and profits—but he cannot deter- 
mine how much profit he made on 
lumber, how much on millwork, how 
much on hardware, etc. He will not 
know the best profit lines on which 
he should concentrate promotional 
efforts or the poorer lines in which 
he should reduce inventories. 
When such is the case it is said 
that the dealer lacks control of his 
business. He may be operating at 
an overall profit, but parts of his 
business may be losing money. 
Effective control of a business de- 
pends primarily on two things: (1) 
intelligent decisions by manage- 
ment, and (2) accurate knowledge 
of facts about the condition of the 
business. Even with adequate facts 
available management may occa- 
sionally make an error of judgment, 
but it should be obvious that right 
decisions will generally depend 
upon availability of the right facts. 
The facts necessary to intelligent 
business control can be obtained 
only through an adequate system 
of record-keeping. There is no real 
difference in the bookkeeping needs 
of a large and a small business— 
despite the fact that many smaller 
dealers fee] that the systems used 
by larger yards are too complicated 
or expensive for their use. The 
principal business activities are the 
same in both large and small es- 
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Comparative Business Analysis 


Operating. and merchandising efficiency is the key to 
greater net profits. To maintain efficiency, a yardstick 





This article discusses the bene- 
fits of comparative analysis and 
offers a definite formula with 
which merchandising efficiency 
can be rated. It does not discuss 
or offer an accounting system. 

A number of manufacturers of 
accounting supplies, stock con- 
trol systems, office equipment, 
etc. are set up to give dealers 
personal help in establishing effi- 
cient accounting systems. This 
magazine will be glad to put 
dealers dissatisfied with their 
present systems in touch with 
such manufacturers. 











tablishments. The only real differ- 
ence which exists lies in the num- 
ber of transactions handled and 
the size of the personnel. Gener- 
ally speaking, therefore, both large 
and small dealers can use the same 
basic ledger accounts. 

The purpose of accounting is not 
only to record business transactions 
but also to summarize and present 
the results of such transactions in 
meaningful form—so that manage- 
ment will be enabled to make the 
proper decisions regarding policy 
and control. 

Within reason, accounting sys- 
tems which readily yield detailed 
facts enable management to exert 
closer control. Since the same num- 
ber of transactions must be re- 
corded in either case little extra 
effort is required to classify inven- 
tories, sales, and costs of sales into 
several departmental accounts 
rather than lumping them together. 
The slight extra effort involved is 
more than offset by the usable 
knowledge gained. 


COMPARING PERFORMANCES 


IF THE accounting system yields 
sufficiently detailed facts, control 
can be achieved by comparing these 
facts against known quantities 


What is the yardstick to use? In 
using comparative analysis a dealer 





is needed for periadic measurements of performance, 


might do one or more of the follow- 
ing: 

1. Compare his records with 
those of other dealers. 


2. Compare the performance of 
one of his departments against an- 
other. 


3. Compare his current records 
with those of the past. (For ex- 
ample, this month against last 
month, this year with last year, 
etc.) 


At first thought it might seem 
difficult to compare your records 
with those of other dealers—espe- 
cially if they happen to be com- 
petitors. At various times and 
places, however, cost study clubs 
have flourished among _ lumber 
dealers. These clubs have consisted 
of competitive retailers meeting at 
least once a month-for the express 
purpose of studyingicosts. Consider- 
able savings usually resulted from 
these comparisons, and the tone of 
the competitive situation was inva- 
riably improved. 

Even without the benefit of such 
club activity, it is not uncommon 
for friendly retailers to get to- 
gether occasionally for similar 
comparative studies. 

If neither of these methods is 
feasible, it might be possible to 
compare records with a dealer 
outside your competitive area. 
Chances are that some successful 
retailer a hundred miles or so from 
your place of business will be glad 
to cooperate. 
benefit by checking your perform- 
ance against that of another, and 
neither of you can lose by such an 
arrangement. 

Some time ago a number of |um- 
ber yards operating at a profit were 
studied in considerable detail. Ratio 
of expenses to sales in these yards 
were recorded, and these percent- 
age figures are published with this 
article. Since they represent ac- 
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COMPARATIVE STATISTICS FROM PROFITABLE RETAIL OPERATIONS 





ITEM 


PERCENT OF SALES 





Telephone and telegraph 


Insurance and licenses 


Miscellaneous overhead 


FIXED EXPENSE 


Compensation for salesmen 
Advertising 


SELLING EXPENSE 


Truck drivers’ wages 
Gas, oil and truck repair 


Delivery and yard expense 
VARIABLE EXPENSE 


TOTAL EXPENSE 


Margins 


Other income 


Rate of turnover 





Executive and owner salaries 
Dues, subscriptions and donations 


Legal, clerical and bookkeeping 


Miscellaneous selling expense 


Rent, heat, light, power, water, taxes and depreciation 


Yard labor (mill labor charged to cost of goods) 


Miscellaneous eperdting qupemee..... sie ea Piss ceaene eee 


Maximum range of total expense in profitable yards... . 
Net profits before extra income. ... 


Total Net Profit before income taxes 
Range from minimum to maximum potential net profit 


Figures in this table were derived from a study of more than 100 retail lumber and building material 

concerns, all of which were operating at a profit. All figures are shown as percentages of the sales 

volume. Except where they are identified as averages e all the yards studi 

actual minimums and maximums encountered in the stu : 

profitable experience. . . These figures are not to be considered ideals, but merely a picture of the 
experience of a number of successful dealers. 


y- Thus they indicate the probable range in 


3.30%, 


= ae 
11.99% Average 


4.35% to 4.90%, 
16% to 2.12% 
25% to 1.39% 

6.9% Average 


to 1.81% 
to 2.23% 
to 1.30% 
to .44%, 
4.79, Average 
11.6% Average - 


23.5% Average 


to 28.37%, 
to 33.48% 
to 6.16%, 
to 4.40%, 
to 9.51% 
‘ to 19.79%, 
2.2 to 5.1 times 


ied) the figures show the 








tual experience at a number of 
successful establishments, it is be- 
lieved that they will serve as a 
reasonably accurate basis for com- 
parative analysis. 

All the statistics needed to com- 
pare one department with another— 
or current with past performance— 
are to be found within any com- 
pany. It is merely a matter of dig- 
ging them out and analyzing them 
properly. 


MERCHANDISING EFFICIENCY 


COMPARATIVE analysis is con- 
cerned not only with expenses but 
also with merchandising effective- 
hess. Dealers customarily meas- 
Ure this according to sales, net 
Profit or turnover. It can be figured 
for the business as a whole or for 
any department or individual line. 

Since merchandising efficiency is 
based on several different elements, 


one yardstick (or formula) includ- 
ing all the main elements would of- 
fer the best efficiency index and 
save time when making compara- 
tive studies. There is such a for- 
mula and it is being used success- 
fully by at least a few dealers. 

The procedure takes into con- 
sideration the main features in 
merchandising: sales, average 
amount of stock carried at cost, the 
cumulative mark-up, the mark- 
downs taken to move goods or to 
stimulate volume. If no mark- 
downs occur during a period, this 
element is not considered. At 
times, however, mark-downs, for 
one reason or another, are a factor 
in merchandising so provision is 
made for the inclusion of this ele- 
ment in the formula. 

Suppose a dealer wants to obtain 
an efficiency rating (for the busi- 
ness as a whole or for one depart- 
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ment) for a certain period. The 
following example shows him how 
to work the formula: 
$9,000 (at cost) 
Average  inven- 
tory cost 


Gives inventory in- 
vestment turn 


Cumulative mark- 
35 percent 
Markdowns, 10 per- 
eent of retail 
prices or 65 per- 
cent of cost, 
equalling 
This gives a main- 
tained mark-up 


6.5 percent 


28.5 percent 
The 6.5 percent is arrived at by 
deducting 35 percent cumulative 


mark-up from 100 percent, the sales 
(Continued on Page 76) 
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66¢*LEARING THE DECKS for 

action” is a military phrase 
that has been adopted literally 
within the past several months 
at the Merner Lumber company, 
Palo Alto, Calif. It has been car- 
ried out under the direction of 
Paul M. P. Merner, president, and 





VIEW of the lumber sales office from the general hardware and household products sales floor. 
The wide doorway gives separation while closely connecting the two departments. 


Re-Designing the Yard for 


California lumber yard is modernized with the twin goal 
of streamlining handling procedures and helping to re- 
emphasize sales efforts on lumber and allied products. 


W. H. Bickell, manager, both of 
whom took wartime leaves of 
absence from the retail lumber 
business to serve in the armed 
forces of the United States. 

The form that it has taken is a 
modernization—or more accurately, 
a complete re-designing—of the 


FRONT view of the Merner Lumber company, Palo Alto, Calif., shows the well landscaped grounds, 
with ample parking space. Note the large display windows. The lumber sales office is in the small 


wing at the left. 


lumber yard with the twin goal of 
streamlining handling procedures 
and helping to re-emphasize sales 
efforts on lumber and closely allied 
building materials and products. 
“Coming back after being away 
from the business for three years 
gave us a new slant on our opera- 
tions and layout,” Mr. Bickell 
points out. “During the war, lum- 
ber and building materials had 
taken a secondary position to the 
retailing of hardware and house- 
hold products because we were not 
in an area where there was a great 
deal of defense housing projects. 


NEW LUMBER LAYOUT 


“THIS type of retail operation 
did very well and carried the load 
(it will continue to be a very im- 
portant part of the business), but 
it was realized that we would have 
to develop a new lumber yard lay- 
out to meet postwar demands—and 
the competition that will be here 
sooner than we often realize.” 

It was with this thought in mind 
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IDENTICAL stacks of lumber are stored in the yard, put into position with one of these lift trucks. 


that the layout of the yard was 
given a functional study. The re- 
sult is that it has been revamped, 
with certain phases yet to be com- 
pleted. 

First decision was to make all 
lumber handling as mechanized as 
possible, through use of a high 
stacker. Design of the yard pro- 
ceeded from scratch at that point. 
The Merner company was fortunate 
In being able to make exchanges 
of property with adjacent busi- 
nesses to give the most efficient 
Working area, as well as to make 
It possible to set up a section to- 
ward the front especially for han- 
dling the smaller retail sales, with 
Plent) of space for customer park- 
ing. 

STAND-UP RACKS ELIMINATED 

ALL stand-up racks have been 

eliminated. One old-style station- 





CONTRAST in methods at the company. At 

left is lumber in stacker packages, while at 

the right is the one remaining stationary rack, 
which is soon to be removed. 


creased efficiency; it now. is easier 
to get at the lumber, movement 
is speedier and the yard as a whole 
can be kept much neater and less 
cluttered. 


LOADING TIME REDUCED 


BY reducing the time required 
for loading, the stacker has also 
doubled . delivery truck capacity, 
Mr. Bickell reports. Trucks are 
employed exclusively for deliveries 
rather than a straddle carrier be- 
cause of the necessity for doing 
much traveling over residential 
streets. 

The fullest use possible is made 
of the stacker at every stage in 
the handling of lumber. Much of 
the yard’s spur track length per- 
yard foreman felt it would be re- mits access to freight cars on both 
quired. It too is soon to be a sides, with the result that the 
thing of the past as actual opera- stacker can unload a car within 35 
tional experience has proved the minutes. ° 
efficiency of the stacker method. After unloading, lumber is sepa- 
(Only place where the old methods rated as to length and into stacker 
are being retained is in the build- packages for immediate . further 
ing for storing dry, finish lumber). handling. Loads for contractors 

Care has been taken to provide and builders are made up by the 
30-foot alley ways for access to stacker and loaded on the truck as 
all present stacks to allow the the buyer desires them. In addi- 
stacker plenty of room in which tion, palletized loads of other build- 
to maneuver. ing materials are employed as far 

From the storage standpoint use as possible, for movement and 
of the new method has raised the loading by the stacker in its role 
capacity of the yard from a million of fork lift truck. 
to a million and a half feet to twice 
that amount in less space, accord- 
ing to Mr. Bickell. The yard itself 
occupies approximately five acres. 

From the operational standpoint 
the changes have materially in- 


ary rack was retained because the 


CUSTOMERS’ ORDERS EXPEDITED 


THE new yard system is viewed 
by Mr. Biskell as an important 
selling tool because it enables the 
firm to expedite deliveries of cus- 
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tomers’ orders and to give the ut- 
most in service. 

As an integral part of the yard 
program goes increased emphasis 
on sales and service direct to the 
home consumer, such as counter 
sales ranging from small individual 
amounts up to $200 or more. The 
lumber sales office has been moved 
from the rear of the company’s 
store to a section at the front that 
is closely connected with the retail 
hardware and household products 
area. A degree of separation from 
the general sales floor is achieved, 
however, by a wide door opening. 

Besides allowing for individual 
displays, the sales office itself em- 
bodies suggestive selling tech- 
niques. For instance, its walls are 
finished in combed plywood which 
shows the customer how this type 
of wall covering can be put to at- 
tractive use. Sheetrock has been 
used in the ceiling. A small con- 
sultation office has likewise been 
finished with hardwood veneer 
sheets. Even the men’s washroom 
can serve as an actual demonstra- 
tion to male customers to show how 
tileboard can be used in bathrooms. 


SMALL RETAIL SALES SECTION 


ONLY a few steps from the lum- 
ber office will be installed the spe- 
cial yard section to feature the 
smaller retail sales. Small bundles 
placed for maximum display and 
accessibility will be kept there. Use 
of the stacker in this case also 
is expected to be of material ,ad- 
vantage in replenishing and han- 
dling stock. 

At the present time two lumber 
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INCLUDED in the modernizing of the com- 
pany was the redesigning of the yard for 
the use of lift trucks. Above is shown how 
the lift truck places identical packages of 
lumber in the yard, ready for transfer to a 
truck. Below, the lift truck is placing some of 
the piles of lumber on a customer's truck. 
Such equipment makes for simplified mer- 
chandising and handling of the products. 
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salesmen are maintained by the 
Merner company, but it is antici- 
pated that additions to the staff wij] 
be required in the future, with out. 
side sales efforts definitely cop. 
templated. Along with the direct 
sales program will go increased aid 
in planning new and _ remodeled 
homes, counselling service and help 
in making financial arrangements. 

“It is necessary to keep ahead of 
the changing customer attitude,” 
Mr. Bickell points out in this con- 
nection. 

The Merner organization believes 
that the new yard means “clear 
decks for action” in selling lumber 
and building products in the days 
ahead. Though the capital cost of 
the stacker and of relaying the 
yard represent a sizable capital in- 
vestment, it is felt that the combi- 
nation will pay steady returns. 


LIFT TO YARD PERSONNEL 


ONE additional dividend, intan- 
gible though it may seem, has al- 
ready shown up, according to Mr. 
Bickell, in the lift that the yard 
modernization program has given 
to the company’s entire personnel. 
That is something that can mean 
a great deal to any merchandiser. 

The Merner Lumber company 
has long been established at Palo 
Alto, one of the main residential 
communities on the San Francisco 
peninsula and the seat of Stanford 
university. Allied though _inde- 
pendent operations in nearby cities 
are the Merner Lumber company 
at San Jose and the Progress Lum- 
ber company at Redwood City. 
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Whose 
Public 
Are They? 


W HOSE PUBLIC are they? 

That’s the question every 
good advertising man asks himself 
continually. And it will be good 
practice for you who desire to im- 
prove your techniques in advertis- 
ing to continually ask yourself— 
Whose public are they? 

Also, if you pay a professional 
ad man or agency a fee, weigh out 
their results at the end of your con- 
tract in that scale of—whose public 
are they? If the people around 
your yard aren’t definitely more 
your public than they were before 
your ad man or agency started to 
work, my advice is to change your 
ad man or agency. 

We know that the public housers 
can build fewer and poorer houses 
costing more money than might 
seem possible. We know that pri- 
vate industry built the homes which 
make America today the best 
housed nation in the world. We 
know that if the bureaucrats get 
off our necks, we can solve the pres- 
ent housing shortage properly and 
economically. But, does the public 
know all this. Whose public are 









they? Are they your public—or 
have many of them been overly in- 
fluenced by the politicians? Before 
you answer this question remem- 
ber those millions of our dollars 
which the bureaucrats used for 
propaganda aimed at proving how 
inefficient, how greedy, how incom- 
petent you are! 


COMPETITION AHEAD 

SO I ask, are you sure the peo- 
ple of your trading area are your 
public. And if not, what are you 
doing to make them yours? 

As you think of whose public are 
they, don’t forget the many new 
lumber yards that are opening up. 
These new yards have never had 
to say “No”; they have never tried 
to explain why material in plain 
sight could not be sold to someone 
in desperate need of it. And they 
are going out aggressively to make 
your present as well as prospective 
customers, theirs. 

We now also. have the de- 
partment stores, the mail order 
houses, many chain stores, stock- 
ing items formerly exclusively 


The president of a big advertising agency tells how you can capture 
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yours; selling everything from in- 
sulation to complete houses. They, 
too, are trying to sell to what was 
your public. 

Yet, the answer of whose public 
are they is up to you. 

Advertising is one of the most 
effective tools you can use in mold- 
ing favorable public opinion—in 
holding your public. 


MUST ADVERTISE CONSISTENTLY 

RIGHT here I want to say—don’t 
start to advertise unless you plan 
to advertise consistently! Hit-or- 
miss, once-in-a-while advertising is 
a waste of money. Consistency is 
the keynote to advertising success. 

A great man once said if there’s 
one enterprise on earth a quitter 
should leave severely alone, it’s ad- 
vertising. Advertising does not 
jerk, it pulls, and the pull though 
gentle at first, increases week by 
week and month by month until it 
exerts an almost magical power. 
But you have got to be prepared to 
stick. 

The usual forms of advertising 
are newspaper, direct mail, radio, 


and hold your customers by following a few simple advertising-rules. 
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car cards, window and interior dis- 
plays. Whatever your media, al- 
ways keep in mind that you cannot 
buy circulation for your ad—you 
have to earn circulation, readers if 
you will. 

Advertising has to do with the 
minds of people. The first and the 
continuing study of all successful 
advertising men is, therefore, peo- 
ple. A fellow asked me last night, 
“Are women people?” Sure, they 
are! 

What will cause people to think 
of your company favorably, to re- 
member your name, to come to you 
first? 

BASIC RULES LISTED 

ONE of the greatest editors who 
ever lived was Arthur Brisbane. 
He knew people; he knew how to 
reach them. He also was an au- 
thority on advertising. Although 
he died over ten years ago, his in- 
fluence carries on. There have been 
many definitions of the rules for 
successful advertising. All stress 
the same points to some extent. 





(Tf 


But, I like Arthur Brisbane’s five 
basic rules for a good advertise- 
ment. Speaking before the New 
York Advertising club, Mr. Bris- 
bane gave these five basic rules: 

1. It must be seen. 

2. It must be read easily. 

3. It must be understood. 

4. It must be believed. 

5. Those who read it must want 
the thing it advertises. 

Now these basic rules apply to 
all forms of advertising. Because 
I can’t cover all of the media today, 
I am going to concentrate on news- 
paper advertising. However, as we 
go along, you'll see you can apply 
the same principles to any other 
media. And there’s no great mir- 


acle about it. 


NEWSPAPER ADVERTISING 
I AM also going to talk of news- 
paper advertising, because it should 
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be the foundation of your entire 
campaign. It reaches into every 
home. It offers you a means of 
getting the most people at the least 
cost. 


1 It must be seen. The average 

* person is a skimmer—he’s in a 
hurry. Only the outstanding head- 
lines, the graphic features will stop 
him. Your ad is competing with 
those headlines. You have to reach 
out from your page and grab the 
reader’s eye. Select illustrations 
which have wide appeal—human in- 
terest illustrations. Don’t choose 
artwork just because it appeals to 
you, choose it because it has a wide 
human appeal, because it will stop 
more readers. 

Your headline has a big job to 
do here. It must further arouse in- 
terest in order to get the reader 
down into your copy. Specific head- 
lines, on the whole, are preferable. 
There are, however, times when a 
trick headline, a stopper is called 
for. Writing headlines is an art in 


itself and calls for plenty of sweat. 
But remember what I say—specific 
headlines on the whole are pref- 
erable. 

Now, if our ad has grabbed the 
reader’s attention, we are ready for 
our copy. 


- It must be read easily. People 
* just aren’t going to bother if 
the copy is complicated—filled with 
technical terms—dangling clauses 
and what have you. So get to the 
point promptly and clearly. This 
of course ties right in with 


It must be understood. For 

* as you know, people today are 
impatient—they’re not going to 
stop to fiure out what you meant to 
say. Say it so clearly that even a 
child can understand.: No, I’m not 
going to talk about writing down; 
that does not enter into this discus- 
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sion. It’s a matter of writing to 
get the understanding you want in 
order to sell what you want to sell. 


4 It must be believed. Extravya- 

* gant claims are not only disbe- 
lieved of themselves—they cast a 
shadow over the entire ad. When 
you read or hear some such state. 
ment as, “Tests prove this blahblah 
is best,” what do you say to your- 
self?) Probably what tests, who 
made the tests, and best out of 
what? Some of the blahblah goes 
for a cheap article costing a few 
cents but it’s deadly for a serious 
expenditure like you are selling. 

On the whole, competitive copy 
should be avoided. You’re not in- 
terested in unselling your public on 
someone else. What you want to do 
is to sell them on your company. 
You don’t want to create doubts, 
you want to arouse a positive, fav- 
orable attitude towards your com- 
pany. 


Those who read it must want 

* the thing it advertises. 

If our ad has done the first four 
jobs, it has done the fifth. It has 
sold the people on your company, so 
that backed up by your consistent 
advertising—whatever people want 
in your line, whenever they want it 
your name will stand out and bring 
them to you. 


PREPARING COPY 


LET us for a moment talk about 
physical appearance. Don’t clutter 
up your ad with various type faces, 
arrows, boxes, jammed-in copy. 
Give it space to breathe. Keep it 
on the simple side. That all goes 
to getting your ad seen, making it 
easy to read. 

All right. We know what we 
want our ad to do. We know how 
we want it to look. But, what about 
the copy appeal—what appeal shall 
we use? 

The most interesting subject on 
earth to most every man is—him- 
self! 

You want a man to part with his 
hard earned dollars. What have 
you to offer that will bring him 
greater enjoyment, greater satis- 
faction than holding on to those 
dollars or spending them some- 
where else? 


APPEALING TO WOMEN 


LET’S take kitchens as an ex- 
ample and see what appeal the lady 
of the house responds to. So much 
tile, so many cabinets, a certain 
amount of paint? Or would she 
like to save work, have more leisure 
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JOHN H. RYDER, president, Norm, inc. 


—have more hours for her family, 
friends and hobbies? 

Thats’ easy to answer. If we sell 
work less,—enjoy more leisure, 
we're going to sell more kitchens. 

Or let’s talk of paint. It is im- 
portant that paint protects and pre- 
serves. If that were the only reason 
for buying paint, not much would 
be sold for folks would delay until 
the old paint literally wore off. 
Women know that paint can make 
that dark room, lighter; can cause 
that poorly proportioned room to 
appear more attractive. And if you 
let them know you have all the an- 
swers, that you know the decorative 
and color angles as well as the tech- 
nical, tell them regularly in your 
advertising, you’ll get results. You 
can’t do it by running a picture of 
acan of paint. People just don’t 
buy a can of paint; they buy what 
the paint will do. So, sell them 
beauty, charm, satisfaction. 

I think most of you have already 
arrived at realizing through all of 
this, actually we haven’t been talk- 
ing about selling any one item or 
items—we’ve been talking about 
selling the most important part of 
your business—you, your good 
name! 

No matter what an ad is selling, 
unless it sells reasons why people 
will be satisfied if they come to 
your yard, it is not doing a com- 
plete job for you. 


BRANDED MERCHANDISE 


AS YOU sell branded merchan- 
dise, keep that in mind also. Let’s 
look at it this way. You want 


a 


_*This article was the basis of a 
Speech delivered by Mr. Ryder at the 


‘ith annual meeting of the Illinois 
Lumber & Material Dealers association, 
Ine. in Chicago. 


people to know that any item is 
good because you have it, because 
you offer it for sale. Keeping that 
approach, you'll find that you will 
get far greater results from your 
branded merchandise advertising. 
And don’t let anyone kid you 
about the value of your good name. 
Take a trip with me and watch any 
brand lead in this town and go 
second, third and fourth in another. 
Why is it? Same brand, same mer- 
chandise, same advertising — but 
not the same dealer. Where a 
dealer has won the confidence of the 
people, he can make almost any 
brand first.in sales in his town. 
We haven’t mentioned the adver- 


upon you as their friendly partner 
in this important undertaking. 


PUBLIC RELATIONS 

AND may I suggest that you con- 
tinue to devote part of your space 
to the Community drive, the Boy 
Scouts and all worthwhile local and 
national projects. It’s one of the 
best forms of public relations you’ll 
ever find. 

You can also properly use your 
advertising to counteract the pub- 
lic housers—whether from Wash- 
ington or your state capitol. A word 
of caution here—go back and re- 
member it must be read easily—-it 
must be understood! Far too much 
copy prepared along this line has 





1. It must be seen. 
It must be read easily. 


lt must be understood. 


-» wN 


. I+ must be believed. 


the public on your company. 


Five basic rules of advertising enunciated by Arthur Brisbane can be 
applied to all forms of advertising. Mr. Ryder's article tells how these 
basic rules may be applied. They are: 


5. Those who read it must want the thing it advertises. 


If your ad has done the first four jobs, it has done the fifth. It has sold 








tising of listed ?ttems as yet. That’s 
important. After you’ve selected 
an illustration that will grab 
readers, run copy that will sell them 
on you. Follow up with as many 
items as you want to feature, using 
if you wish the cuts supplied by 
manufacturers. Whenever possible, 
don’t quote flat prices, quote by the 
month. For instance, “You can re- 
roof your home for around $...... 
a month’—“$...... a month insu- 
lates the average house.” 

Through this transitional period, 
you'll find a continued need for ex- 
planatory copy. Copy that will tell 
people what the situation is, that 
will let them know what they can 
do and what it would be well to 
defer. 

This is the time-to get people 
more actively interested in home 
building. You know how many 
shortages have already disappeared 
into thin air. Get those who are 
interested in building to put their 
plans on paper, to come to you for 
advice and suggestions, to look 
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been so confounded complicated and 
so technical, no one could read it 
much less understand what it was 
about. So, in this copy also follow 
the regular rules. 

Don’t forget your ad after it is 
printed. Of course; you’ve already 
seen to it that all employees follow 
your advertising. Instead of try- 
ing out an untested direct mail idea 
—reproduce your newspaper ad and 
send it out to those you know are 
interested. Send it to contractors 
or carpenters, with a personal note. 
Send it to the bankers and savings 
and loan men, again with a personal 
note explaining how you know 
they’re interested in what can be 
done now so they can advise those 
who come to them. 

And in our advertising, let us 
also remember: that a nation of 
home owners—a well housed people 
—is safer from totalitarianism—is 
prepared to follow our road—the 
Freedom Road. Let us keep our 
nation the best housed in all the 
world. That is our job._ 


45 



































IN A SERIES OF LESSONS FOR 
CONSUMER SALESMEN OF LUM- 
BER AND BUILDING PRODUCTS 











Preparing Yourself for Creative Selling 


Personality development and mental conditioning form 
a foundation on which most good salesmanship is built 


N CREATIVE SELLING you will use many tools. 
Some of them are external things like advertising 
literature, pictures, charts, samples and demonstra- 
tors. For the most part these will be furnished to 
you and all you need know is how to use them effec- 
tively. 

But by far the most important selling tool is in- 
ternal. It is the power within you—the power to think 
and act constructively and make a favorable impression 
on others. This power consists of the physical, mental 
and emotional characteristics which are usually 
lumped together and defined with the all-embracing 
word personality. These cannot be furnished you. 
Only you can develop them. 

Ask a dozen men what personality is and you will 
get a dozen different definitions. For salesmen, how- 
ever, as well as for psychologists, personality can best 
be defined as the totality of a person’s characteristics 
as they affect other people. 

Basically, there are three things that make an im- 
pression, good or bad, on other people: (1) how you 
look, (2) what you say and how you say it and (3) 
what you do and how you do it. These three things 
can be broken down into literally hundreds of specific 
actions such as manners, vocabulary, gestures, dress, 
posture, etc. 

If the sum of all these actions creates a favorable 
impression—in other words if the good characteristics 
outweigh the bad—a person is said to have a good per- 
sonality. If the bad outweigh the good and the total 
impression is unfavorable, he is said to have a poor 
personality. 

To a very large extent your success as a salesman 
will depend on your ability to expand and unfold an 
ever-growing and pleasing personality. There’s more 
to selling than having a good personality, but person- 
ality is the foundation on which you must build your 
selling career. 


THREE BASIC TYPES 


AT THE risk of over-simplifying, it can be stated 
that there are three types of personalities—the posi- 
tive which is friendly, generous, enthusiastic, cheerful 
and gracious; the neutral which is flat, uninteresting, 
colorless, unexpressive and timid; and the negative 
which is cynical, embittered, antagonistic and sarcas- 
tic. No doubt there are many hybrid types which do 
not fall neatly into any classification, but these three 
cover most individuals. 

The positive personality is creative, imaginative, 
analytical, constructive and purposeful. The neutral 
personality is marked by indecision, listless thinking, 
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day dreaming and changeable wishing. The negative 
personality is a fault-finder, trouble-maker and de- 
structive thinker. 

Success seldom comes to negative and neutral per- 
sonality types. To be a successful salesman—or suc- 
cessful at anything for that matter—you must be posi- 
tive and constructive. 


THE POSITIVE TYPE 

DEVELOPING a positive personality will not only 
bring you more success in selling but a better all- 
around life as well. To develop such a personality you 
should cultivate these traits: 

Health, energy, cleanliness, neatness, intelligence, 
alertness, courtesy, industriousness, persistence, speed, 
accuracy, tact, cooperativeness, courage, earnestness, 
memory, friendliness, decisiveness, willingness, cheer- 
fulness, expressiveness, persuasiveness, truthfulness, 
integrity, faith and loyalty. 

You should eliminate such traits as fear, worry, con- 
ceit, self-satisfaction, pessimism, cynicism, careless- 
ness, procrastination, timidity, apathy, aimlessness, 
indecision, inertia, indolence, dishonesty, lack of self- 
confidence, unsociableness, disloyalty and opposition to 
leadership. 

A WORKABLE TECHNIQUE 

A PERSON is not born with personality; he de- 
velops it through the years. For this reason personal- 
ity is not static—rather it is constantly changing. 
There is a definite, workable technique which can be 
employed to accelerate the change and direct it along 
desirable channels. 

A man is both the marble and the sculptor of his 
personality. He cannot remake himself without sacri- 
fice. But the sacrifice is small compared to the bene- 
fits it brings. 

The first step is self-evaluation. Look at yourself 
honestly and objectively. What are your strong points? 
Your weak ones? In what ways do you impress peo- 
ple favorably? In what ways unfavorably? It will 
take you some time and effort to achieve a completely 
objective viewpoint when thus analyzing yourself—but 
it can be done. The Personal Analysis chart with this 
article lists the basic qualities which are believed 
essential to successful salesmanship. This chart should 
be helpful to you in self-evaluation. Study it; spend 
some time with it; score yourself as frankly and 
honestly as possible. You will then have a reasonably 
accurate picture of your selling personality—the im- 
pression you make on customers and prospects. 

If you have the human weaknesses most of us do 
(Continued on Page 56) 
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PERSONAL ANALYSIS CHART 


Score yourself as }ipnes 


lent—4. Good=3. “Fair—2. Poor=—1. 


on tly and objectively as poss: ‘ . Excel- 


Generally,*thoge_ traits 


in which you store “1 or 2 should be included in your. first 
self-improvement schedule. By 


HEALTH 


Do | get enough exercise to keep fit? 

Do | get enough sleep to keep fit? 

ls my diet generally well-balanced? 

ls my weight approximately normal? 

Do | avoid over-indulgence in smoking 
and drinking? 

Do | generally feel well enough so that | 
can think about other people rather 
than my own health? 


APPEARANCE 


Am | habitually clean, neat and well- 
groomed? 

Is my posture good? 

Are my clothes appropriate? 


(What is appropriate depends in large meas- 
ure on the type of people on whom you call; 
you should be acceptable in their homes and 
places of business. In general either extreme 
—loud clothes or unusually drab clothes—are 
bad.) 


MENTALITY 


Is my mind alert and active? 

Can | concentrate on a single problem 
until it is solved? 

Do | base my decisions on reason and 
logic rather than emotion? 

Do | keep informed on trends, current 
events, new developments and tech- 
nological progress? 

Am | receptive to new ideas and 
methods? 

Have | a definite program of reading 
and study for mental growth? 

Do | cultivate the kind of friends that 
stimulate my thinking? 

Is my thinking usually creative and con- 
structive rather than critical and de- 
structive? 


SOCIABILITY 


Am | well-mannered? 


(Manners are the expression of one’s attitude 
toward people. If a man is considerate of 
others his manners will be acceptable. Certain 
forms and conventions, however, have been 
designed to facilitate social relations and the 
man with knowledge of these has a decided 
advantage. In America these forms are not 
rigid and over-doing them might be as bad 
as over-looking them. But certainly courtesy, 
tolerance, fairness, etc. are important every- 
where.) 


ail 


ae 


Am | adaptable? 


(‘When in Rome do as the Romans do.” A 
salesman’s duties might take him to a college 
president's home, a share-cropper’s cabin, a 
club, restaurant, etc. The ability to act nat- 
urally and pleasantly and concentrate on the 
job under these diverse conditions is a great 
asset.) 


Do | cooperate with others even when | 
can't have my own way? : 
Do | avoid annoying habits? 


(Head scratching, desk drumming, gum chew- 
ing, etc.,: etc.) 


Am | a good citizen, good neighbor and 
good friend? 

Do | honestly enjoy associating with 
people? 

Am | reasonably active in worthwhile 
civic and social projects? 


EXPRESSIVENESS 


Is my speech effective? 


(It should be concise but not brusque. Clearly 
enunciated, coherent, forceful but well-modu- 
lated.) 


Is my vocabulary adequate? 


(This is generally conceded to be the best 
single measure of intelligence. Complicated, 
long words are dangerous in sales contacts. 
Use simple words that everyone understands 
but that add sparkle and color to your talk. 
To do this you must avoid dependence on the 
adjectives that have been worn out by over- 
use.) 


RELIABILITY 


Am | absolutely honest and dependable? 

Do | accept responsibility? 

Do | use the Golden Rule in my dealings 
with others? 

Do | live within my income and save 
some of it? 


PROGRESSIVENESS 


Do | make suggestions of value to my 
company and department? 

Have | a definite program for improving 
myself on my job? 

Do | learn from mistakes? 

Do | ever get so interested in my work 
and my customers that | forget my 
own petty problems? 


Score 











Buitpinc Propucts MERcHANDISER, March 1, 1947 


47 



































. “I1KITCHEN 
e a tia Oi uWOKT-O 


~~ggle 





Living | GaraceE HOUSE PLAN NO. 828 
0K 3 won ane . 18,830 Cubic Feet 















BED RM 


12-0 X Il-O 


Complete working blueprints and specifica- 
tions of any house design published in this 
magazine are now available af $5 per set. 
Two sets of plans for the same heuse are $8, 
three sets $10, four sets $12 when ordered 
at the same time. All the blueprints are in 
a convenient 12x18 inch size and meet all 
FHA requirements. Please order plans by 
number, enclosing payment and address to 
American Lumberman & Building Products 
Merchandiser, 139 North Clark street, Chi- 
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~ 40th 
ANNIVERSARY OF 
INTERNATIONAL TRUCKS 
1907-1947—Forty years of 
International Truck Service 
to Industry, Commerce 
and Agriculture. 











For 16 years more heavy-duty International Trucks 
have served American commerce and industry than any 
other make. 


Now come new KB Models —light-duty, medium-duty 
and heavy duty —with gross vehicle weight ratings from 
4,400 to 35,100 pounds. Note the designation— KB. 


That means many features and improvements... new 
goals in engineering, research, and design... new styling 
with trim, flowing lines accented by gleaming chrome. 


And that means rugged International stamina, long, 


Tune in James Melton on “Harvest of Stars” every Sunday! 
NBC Network. See newspaper for time and station. 


trouble-free life, and ease and economy of operation in 
greater abundance than ever before. 


Yes, KB Internationals are the finest trucks in 40 years 
of International Truck history. In the complete line is 
the right truck for every job. And back of every truck is 
service as great as the trucks themselves, supplied by 
the nation’s largest company-owned truck service or- 
ganization —International Branches—and thousands of 
International Dealers. 

Motor Truck Division & 


INTERNATIONAL HARVESTER COMPANY 


180 North Michigan Avenue Chicago 1, Illinois 
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Recent Dealer Conventions 


ILLINOIS 


Five-man panel discusses 
phases of employee training 


WHAT the 30-day educational 
courses in training manpower for 
the retail yard have already accom- 
plished from a practical standpoint 
and what these courses can mean to 
the industry in the future was forc- 
ibly demonstrated by a five-man 
panel at the 57th annual meeting of 
the Illinois Lumber & Material 
Dealers association, Inc., in Chi- 
cago, Feb. 10-12. 

The panel was a highlight of the 
three-day session at Hotel Sherman 
which drew a registration of 2,537. 
Association officers were re-elected 
for 1947. They are: Henry L. 
Krumm, president, Elgin; James L. 
Watson, vice president, Troy; John 
D. McCarthy, secretary-treasurer, 
Springfield. Members of the board 
re-elected were: W. Lindley Huff, 
Decatur; Bob Stotlar, Herrin and 
John A. Wheeler, Newton. 


PANEL MEMBERS 


ARTHUR A. HOOD, editor, 
AMERICAN LUMBERMAN & BUILD- 
ING PRODUCTS MERCHANDISER, was 
moderator of the panel on education 
which considered the topic, Train- 
ing for Consumer Sales and Serv- 
ice. Members of the panel were C. 
A. Thompson, chairman of the IIli- 
nois association’s educational com- 
mittee; Lester J. Wallack, graduate 
of the first 30-day course at the 
University of Illinois; John W. Mc- 
Connell, a dealer who sent an em- 
ployee to the first school; Prof. 
James T. Lendrum, associate co-or- 
dinator for the Small Homes coun- 
cil, University of Illinois, repre- 
senting the university, and Secre- 
tary Jack McCarthy, who outlined 
plans for the next short course at 
the university which will run from 
Feb. 24 to Mar. 21. 

“This short training course is 
powerful stuff,” declared Mr. Mc- 
Connell, representing the dealer’s 
viewpoint. Speaking of a man his 
firm had sent to school, Mr. Mc- 
Connell said: 

“To date, about two months after 
his completion of this course, he is 
approximately six months ahead of 
comparable men under like condi- 
tions. I believe that three months 
more will have given him the equiv- 
alet of a year’s practical training 
experience. 
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THESE men were members of a panel which discussed all phases of the topic, “Training 
for Consumer Sales and Service’ at the Illinois convention. Left to right, first row, John D, 
McCarthy, association secretary; C. A. Thompson, chairman of the association’s educational . 
committee; Arthur A. Hood, editor; AMERICAN LUMBERMAN & BUILDING PRODUCTS MER- 
CHANDISER, moderator; rear, Prof. James T. Lendrum, representing the University of Illinois; 
Lester J. Wallack, graduate of the first 30-day course at the University of Illinois; John W. 
McConnell, who represented the viewpoint of a dealer who sent an employee to school. 


Speaking as a student and a new- 
comer in the industry, Mr. Wal- 
lack, an employee of the North- 
brook Lumber company, North- 
brook, told how the course had not 
only equipped him to do a better 
job but had sold his employer on 
the course. Consequently, more em- 
ployees from his firm will be en- 
rolled for future courses. 

Professor Lendrum outlined the 
procedure for setting up the first 
course which is being modified 
slightly to suit the particular needs 
of Illinois dealers. The program is 
a balance between the theoretical 
and the practical. The three prin- 
cipal divisions are product courses 
(millwork, plywood, insulation, 
glass, etc.); business subjects 
(salesmanship, insurance, business 
law, etc.) and construction subjects 
(blueprint reading, frame construc- 
tion, selecting plans, etc.). 

Graduates of the 30-day courses 
will be no “30-day wonders,” said 
Mr. Thompson of the Thompson 
Lumber company, Champaign, 
chairman of the association’s educa- 
tion committee. He did promise that 
graduates will be well grounded in 
facts. 

Secretary Jack McCarthy con- 
cluded the discussion by saying that 
the cost of the 30-day course has 
been reduced to $105. Thirty dif- 


ferent subjects covering the field of 
retail yard and building material 
operations are included in the cur- 
riculum. The course will be held at 
the- State Fair Grounds, Spring- 
field. 


MASON SPEAKS .: 

NORMAN P. MASON, president, 
National Retail Lumber Dealers as- 
sociation, called for “a thorough 
and complete investigation of hous- 
ing” in his speech, National Affairs 
are Your Business. 

“The conduct of the Veter- 
ans Emergency Housing program 
should be investigated as well as 
the manner in which funds for war 
housing were expended by the Fed- 
eral Public Housing authority and 
the present status of our experi- 
ments in public housing. ‘This 
should be done before any new pub- 
lic housing legislation is consid- 
ered.” 


PRODUCTION OUTLOOK 

LUMBER production prospects 
for 1947 were outlined by repre- 
sentatives of West Coast woods, 
Western pine and Southern pine. 
Paul Kendall of the West Coast 
Lumbermen’s association, said the 
production of finished items is be- 
ing stepped up. Total production 
of West Coast woods, aided by ad- 
ditional mills in northern Califor- 
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nia and southern Oregon is ex- 
pected to run between six and one- 
half and seven billion feet. 

Phil M. Crapo, speaking for 
Western pine, pointed to almost six 
billion foot output in 1946, the 
greatest in peacetime history, as a 
guide to what to expect from West- 
ern pine. this year. An equally 
bright picture was drawn by J. R. 
Bemis, president, Ozan Lumber 
company, Prescott, Ark., who said 
that 1947. production of Southern 
pine is expected to exceed the 
slightly under eight billion foot out- 
put in 1946. 





LOOKING over a program prior to the open- 

ing of the Illinois convention are Henry L. 

Krumm, president, left, and James L. Wat- 
son, vice president, both re-elected. 


Joseph T. Meek, managing direc- 
tor, Illinois Federation of Retail 
Associations, warned the dealers 
not to depend on Congress to solve 
their problems in his talk, The 
Washington Picture. 

Every trade association and or- 
ganization in the country, it seems, 
has a plan for solving the Nation’s 
ills, said Mr. Meek, but it will take 
a determined, active electorate to 


cut the government budget and- 


maintain free enterprise. 

Another program feature was a 
talk, Whose Public are They? by 
John H. Ryder, president, Norm, 
Inc., New York. (See another sec- 
tion of this issue for his complete 
talk.) 

Other speakers included W. W. 
Woodbridge, Red Cedar Shingle 
bureau, and Donald R.-Brann, pres- 
ident, Easi-Bild Pattern company, 
Pleasantville, N. Y. (See AL&BPM, 


Feb. 15 issue for details of their - 


talks.) 

The more than 120 exhibit booths 
were heavily patronized throughout 
the convention. 
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CAROLINA 


J. G. Cunningham, Columbia, S. C.., 
will head Carolina dealers group 


J. G. CUNNINGHAM, Columbia, 
S. C., was elected president of the 
Carolina Lumber and Building Sup- 


ply association at its 24th annual 


convention held at the Robert E. 
Lee hotel, Winston-Salem, N. C., 
Feb. 4-6. 

Other officers elected were: W. C. 
Godwin, Wilmington, N. C., first 
vice president; C. G. Deschamps, 
Spartanburg, S. C., second vice 
president; H. G. Sherrill, States- 
ville, N. C., third vice president; E. 
M. Garner, Charlotte, N. C., re- 
elected secretary and manager, and 
H. J. Munnerlyn, Bennettsville, S. 
C., Carolina director of the Nation- 
‘al, Rétail Lumber Dealers associa- 


tion. 


The necessity of training sales- 
men and the importance of paying 
them adequately was emphasized by 
Martin V. Coffey, manager of the 
Miami Cabinet division, The Philip 
Carey company, who spoke on 
Where are We Heading? Coffey 
warned dealers that competition is 
coming from many other industries 
outside the realm of building sup- 
ply companies. 


LIBBEY REPRESENTS NRLDA 


E. H. LIBBEY, counsel for the 
National Retail Lumber Dealers as- 
sociation, outlined a 10-point pro- 
gram for the betterment of the in- 
dustry as follows: 

1. Seek elimination of all remain- 
ing government controls hampering 
the building industry. 

2. Analyze existing and recom- 
mended legislation, particularly 
that which effects wage-hour ad- 
ministration and building regula- 
tions. 

3. Seek the co-operation of financ- 
ing institutions and of government 
agencies involved in the construc- 
tion of houses for rent. 

4. Seek the co-operation of saw- 
mill operators and producers. 

5. Secure the active co-operation 
of organized labor and be assured 
of stable labor supply and stable 
wage levels. 

6. Improve your products and 
ways of handling them. 

7. Keep an accurate statistical 
record of the cost of labor and ma- 
terials. 

8. The NRLDA educational pro- 
gram should recéive the support of 
the individual associations to raise 
personnel standards in the indus- 
try. 

9. Sales and merchandising 
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should be stimulated through a ya. 
riety of services to the individual 
customer. 

10. Establish a good public relg- 
tions program in conjunction with 
the National. 


’ CAMPBELL SPEAKS 


DON A. CAMPBELL, former 
lumber distribution chief of the 
War Production board, although 
somewhat more sympathetic toward 
government housing efforts than 
other speakers, severely criticized 
the program as a whole, declaring 
that houses in 1946 were built “de- 
spite the program in Washington.” 

Other speakers on the program 
included Robert F. Darrah of the 
Southern Wholesale Lumber Deal- 
ers association; John H. Hough, 
field engineer, Southern Pine asso- 
ciation, who spoke on Dealer Op- 
portunities in the Rural Market, 
and James A. Lee of the Structural 
Clay Products institute, Washing- 
ton, D. C., who talked on Modular 
Co-ordination in the Construction 
Industry. 


W. PENNSYLVANIA 


Pittsburgh convention elects 
G. B. King vice president 


MORE than 400 members of the 
Lumber Dealers Association of 
Western Pennsylvania heard Paul 
H. Griffith, commander of the 
American Legion, tell his organiza- 
tion’s plan to solving the housing 
shortage at the banquet concluding 
the 40th convention of the associa- 
tion at the Fort Pitt hotel, Pitts- 
burgh. 

He said that more than 15,000 
Legion posts throughout the coun- 
try are being alerted for “commu- 
nity action” housing drives. Each 
post will attempt to promote one or 
more housing plans in its own com- 
munity. 


OFFICERS NAMED 


MORE than 600 dealers attended 
the convention held at the Fort 
Pitt, Feb. 5-6. The only new officer 
elected was G. B. King, King Lum- 
ber & Supply company, Tidioute, as 
second vice president. Officers re- 
elected were: J. H. Hankins, presi- 
dent; M. R. Fetterolf, first vice 
president; A. J. Weber, second vice 
president; S. W. Means, treasurer: 
R. F. McCrea, secretary, and R. P. 
Greiner; assistant secretary and as- 
sistant treasurer. 

Dr. J. P. Watson, director of Bu- 
reau of Business Research at the 
University of Pittsburgh, predicted 
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a cut in consumer spending in his 
talk, National Employment and 
Payroll Changes. 

Paul L. Courtney of the National 
Tax Equality association called on 
dealers to help stop the growth of 
Federal tax-exempt co-operatives. 
He said there are more than 2,000 
local. co-operative associations in 
the country marketing lumber and 
building supplies. 

A million new homes will be built 
annually for the next few years, 
Meade M. Johnson, marketing man- 
ager of Yale & Towne Manufactur- 
ing company, predicted on the basis 
of reports of authoritative agencies. 

“In small towns particularly,” 
he said, “the lumber dealer’s store 
will serve as home building head- 
quarters where the prospective 
home builder will seek all of the 
products necessary for the con- 
struction of his home.” 

Speakers on the program the first 
day also included Phil M. Crapo, 
representing the Western Pine as- 
sociation and Martin V. Coffey, 
manager of sales, Miami Cabinet 
division, The Philip Carey Manu- 
facturing company, Middletown, 
Ohio. (For details of their speeches 
see Feb. 15 issue AL&BPM.) 

Speaking at the afternoon ses- 
sion were Ralph W. Carney, vice 
president, The Coleman company, 
Wichita, Kans., who talked on Sell- 
ing in a Competitive Market, and 
Melvin H. Baker, president, Na- 
tional Gypsum company, Buffalo, 
N. Y., whose topic was Cornerstone 
of Prosperity. 


MICHIGAN 


Westover elected president 
at Grand Rapids convention 


SELLING techniques must meas- 
ure up to present-day merchandis- 
ing, W. H. O’Brien of the Southern 
Pine association, advised the 58th 
annual convention of the Michigan 
Retail Lumber Dealers association 
held in Grand Rapids, Feb. 4-6. 

“We must decide quickly on a 
program for building customer 
good will,” O’Brien said. “I believe 
that the best interests of this in- 
dustry will be served if quality and 
dependability have a dominant part 
in programs for sales development. 
If we will but recall the recurring 
cycles of jerry building and compe- 
tition based on price without re- 
gard to quality, we will see the wis- 
dom of establishing a sound pro- 
gram of merchandising—a pro- 
gram that will feature performance 
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and long time customer satisfac- 
tion, a program that will present 
information for buyers as to why 
quality of lumber is important and 
of the greater security it offers.” 


NEW OFFICERS NAMED 


F. E. WESTOVER, Westover- 
Kamm company, Bay City, was 





F. E. WESTOVER, newly elected president of 
Michigan association. 


elected president of the association. 
Other officers elected were: Axel 
Becker, Wolverine Lumber & Sup- 
ply company, Monroe, vice presi- 
dent; Lester Essenburg, Essenburg 
Building & Lumber company, Hol- 
land, vice president; Hunter M. 
Gaines, Lansing, secretary; Nor- 
man B. Cove, Hager & Cove Lum- 
ber company, Lansing, treasurer. 

President Russell Nowels opened 
the convention with his report on 
the state of the association. High- 
light of his report was his an- 
nouncement of the 30-day course 
for the training of yard personnel 
which will be held at Michigan 
State college starting March 3. 

A net gain of 50 members was 
reported by Hunter M. Gaines in 
his secretary’s report. The secre- 
tary warned the dealers to “wake 
up and stop doing some of the 
things you are doing today—buying 
and selling green lumber with no 
consideration for quality at unrea- 
sonable prices.” At this rate, de- 
clared Gaines, “it won’t be long 
before the bureaucrats in Washing- 
ton will have you under their 
thumbs again.” 


MUST OFFER SERVICE 


IN HIS talk entitled Merchandis- 
ing Lumber in 1947, O’Brien as- 
serted that “the old slogan service 
has a real significance again. The 
industry will have to start in right 





away to get its message across to 
all the prospective users and speci- 
fiers of lumber. What better 
foundation for renewed activity 
in advertising and sales ecort 
can be found than ‘quality lumber 
and the protection it affords the 
lumber buyer?” 

Turning to the Southern pine 
situation, O’Brien predicted the 
Southern pine timber supply will 
last many years at the rate it is 
being used. Although present cut 


exceeds new growth at the rate of». 


2.7 billion board feet a year, there 


is a trend toward balancing new 


growth with the cut. 

P. J. Hoffmaster, director, Mich- 
igan Department of Conservation, 
said that some 17 million acres, 
over one-half of the total land area 
of the state, is classified as com- 
mercial forest land. Approximately 
11 million acres of the state’s 
commercial forests are privately 
owned; the Federal government 
owns 2,155,000 acres and the state 
4,500,000 acres. 

“Cutting immature trees when 
the growth rate is highest is a 
practice that seems to persist on 
most of these lands, both in the 
North and in the farmers’ wood- 
lots. Since these woodlots produce 
more than one-third of the wood 
products produced, they are impor- 
tant and must not be ignored.” 


FARM BUILDINGS 


A SHORTAGE of farm buildings 
essential to efficient farming exists 
in the North Central states, includ- 
ing Michigan, R. C. Miller, profes- 
sor of agricultural engineering. 
Ohio State university, told the con- 
vention. 

Thirty years ago, said Miller, a 
farmer could start farming with 
$1,500 worth of equipment. Now 
he is willing to and often wants to 
spend about $7,500 for power and 
equipment to operate a family-size 
farm. 

“We have about the same farm 
production with the same number 
of farms as we had 80 years ago,” 
added the professor, “but our 
buildings are getting poorer be- 
cause of the lack of repair and re- 
placement. Service buildings are 
becoming more and more essential 
to good farming.” 

Miller advised the retail lumber 
dealer to take an active part in 
helping the farmer plan his build- 
ing program, especially since the 
dealer knows his farmer customer 
better than specialists in other 
fields. In addition, building prod- 
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e e ¢ SIMPLIFIED INSTALLATIONS 
FOR SNUG-FITTING WINDOWS ... WITH NO BIND- 
ING ... NO RATTLE... NO WEATHER INFILTRATION 


The spring plunger of each Air- 
tite Window Stay exerts 18 pounds 
of pressure which holds sash firmly 
against parting beads and brings 
check rails tightly together. This 
plunger automatically adjusts for 
wood expansion permitting wind- 
ows to slide freely at all times. 











Air-tite Wiridow Stays eliminate 
the need for weights, balancers, 
cords and pulleys — conserve 
materials ordinarily used for 
weight-wells — and do away with 
exterior weather stripping. 


‘ 


Reduced inventories 
and handling prob- 


lems — one size fits SS 
all conventional 
windows. Easily installed — 


the box of 48 Stays 

is enough for six 

windows. Economical and effi- 
cient—home owners 
like their operation. 




















Air-tite is now building dis- 
tribution through recognized 
millwork jobbing firms. Whole- 
sale stock requests will receive 
promptattention. Please write: 


WINDOW STAY COMPANY 
CHICOPEE, MASSACHUSETTS 
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po ... ONLY AS GOOD AS THEIR oe 
QUALITY SASH AND 


DOOR MAKERS USE MORE 











..- THAN ANY OTHER BRAND 


Check the putty used by those proud of the 
quality of their glazed windows . . . you'll find 
MASTER GLAZIERS in greatest demand. 
That’s because it’s the original, unmatched, 
trouble-free Primeless Putty. Manufactured 
to a formula that came only from years of 
laboratory and field research, it has never been 
successfully imitated, let alone “duplicated”. 
For more details on how it can help you turn 
out a better product for less, mail the coupon. 


No obligation. 





Kel OMe. 











Vdlty Makers 











The Biddle Company, 612 S. Main St., St. Louis (2) Mo. 
Gentlemen: 


L) Please furnish us with further information about 
MASTER GLAZIERS Primeless Putty. 


€) Please send us the Introductory Offer of 100 Ibs. at 
the 1,000-Ib. barrel price. 


Firm a = a S8g9 
an ey ae eee a ee. STE Valine eee 
Street Address SO fears 
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ucts merchants can help farm build- 
ing financing by convincing bank- 
ers and loan agencies that buildings 
should have the first claim on farm 
credits and loans. 

Other speakers on the program 
included Norman P. Mason, presi- 
dent, National Retail Lumber Deal- 
ers association. (A full report of 
his talk may be found in AL&BPM, 
Feb. 15, also Illinois report of this 
issue.) Gov. Kim Singler addressed 
a luncheon meeting in the ballroom 
of the Pantlind hotel. 

The first big post-war display of 
exhibits attracted hundreds of deal- 
ers to the exhibit floor of the Civic 
Auditorium. 

Newly-elected association direc- 
tors are: Charles Bracken, Brown 
Lumber & Supply company, Trav- 
erse City, District 3; A. E. Swan- 
son, Westing & Swanson, Inc., New 
Era, District 4; E. B. Randall, 
West Branch, District 5; John 
Sheridan, W. A. Forbes company, 
Caro, District 8; John Hughes, 
Herman Hughes Lumber company, 
District 16, Flint; Joseph Deuel, 
Deuel Lumber company, Marshall, 
District 16. 


MOUNTAIN STATES 
Officers re-elected at 54th 


annual convention in Denver 


COMPETITION is returning to 
the building products field, speak- 
ers warned the 54th annual conven- 
tion of the Mountain States Lum- 
ber Dealers association in session 
at the Shirley-Savoy hotel, Denver, 
Feb. 10-11. 

A highlight of the convention 
was the merchandising and heating 
clinic conducted by Ralph W. Car- 
ney of the Coleman company, 
Wichita, Kan., who outlined the 
opportunity for dealers in the heat- 
ing and appliance field. 

Carney pointed out that the gross 
profit on a home costing $6,000 is 
$3,000 with a net of $300 to the 
retail lumber dealer. The sale of 
$1,000 worth of equipment will 
bring a net of $300, the speaker 
emphasized, admitting at the same 
time that a service department 
must be maintained if these lines 
are merchandised. 

In his talk on the Outlook for 
1947, Roy Wenzlick, St. Louis econ- 
omist, predicted that building will 
reach its peak this spring and then 
will recede for the next 10 years. 
This prediction was made on the 
basis of charts which indicated that 
the building peak is reached every 
18.3 years. A house built today at 
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a cost of $16,400 will be worth 
about $9,100 in 1955 on the basis 
of these figures, Wenzlick said. 

He advised dealers to maintain a 
stock large enough to meet spring 
inventories, but no larger, pointing 
out that prices will probably begin 
to drop about May. 

In the general field of business, 
Wenzlick predicted a slight reces- 
sion late this year and extending 
into 1948 with a depression of con- 
siderable magnitude arriving in 
the early 1950s. 


CRAPO SPEAKS 


FIRST speaker on the program 
was Phil M. Crapo, representing 
the Western Pine association, who 
blamed the CIO Woodworking 
union and the U. S. Forest service 


for circulating propaganda that the 
timber supply of this country ig pe. 
ing decimated without replacement 
and secondly that manufacturers 
are not interested in serving the 
needs of the retail lumber dealer. 
M. D. Bradfield, Mawson-Brag- 
field Lumber company, Boulder, 
Colo., presided at the Tuesday 
morning session, at which Virgil 
Peterson of the Red Cedar Shingle 
bureau, predicted a good increase 
in production for 1947. Despite 
strikes and a 30-hour week, a gain 
in production of 138,000 squares 
was made in 1946, Peterson said. 
All officers were re-elected for 
the coming year. They are: R. E. 
Nutting, president; J. W. Deal Jr, 
vice president and Joe V. Smith, 
secretary-treasurer. 





Preparing Yourself for Creative Selling 


(Continued from Page 47) 


you will find a number of places 
where your score is low. Your ob- 
jective should be to eliminate these 
weaknesses and make your score 
uniformly high. 

If that looks like a tremendously 
big task don’t give up in discour- 
agement. Remember that a tough 
task can be made easy by dividing 
it into small projects and tackling 
them one at a time. 

Personality traits are primarily 
habits. It is easier to form a habit 
than to break one. It is just as 
easy to form a good habit as a 
bad one. 

Here, then, is the logical tech- 
nique for personality development 
—hboiled down to a few relatively 
easy steps: 

1. Use the Personal Analysis 
chart to get an honest evaluation 
of your personality traits. 


2. Forget those traits in which 


you rank high. Obviously you are 
pretty strong at these points. This 
means you have already formed 
good habits. Continue to be guided 
by these habits and waste no time 
analyzing them. 

3. Make a separate list of the 
traits in which your score is low. 
Your over-all objective is to im- 
prove in all these points. Break 
the list down into a series of 
small, weekly objectives and make 
out a definite time schedule to 
follow. 

4. Use a positive approach. You 
are not forcing yourself to give up 
anything. With a few possible ex- 
ceptions you are not even setting 
out to break bad habits. Rather you 
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are starting out to form good hab- 
its, and that is comparatively easy 
to do. Be conscientious about start- 
ing, force yourself to keep it up a 
few days—it will rapidly become 
easier and soon be a firmly fixed 
personality habit not requiring 
conscious thought to maintain. As 
these positive habits are formed 
they will soon displace negative 
traits which may have existed. 

5. Repeat this entire process 
every six months—oftener if nec- 
essary. You will be amazed at the 
progress you have made. But every 
time you attempt self-evaluation 
be very careful to do it objectively 
and honestly — personality is the 
impression you make on others, not 
on yourself, 

After the first time or two you 
can probably devise a more com- 
plete Personal Analysis chart. The 


. one with this article is just to get 


you started. 

A good personality must be nat- 
ural—never affected. The _ tech- 
nique given above develops natural 
traits. 

The number one quality of per- 
sonality is friendliness. To culti- 
vate it is to make yourself more 
likable—the kind of a man more 
people will have confidence in and 
will want as a friend. 

Good personality is not self-cen- 
tered. The ultimate measure of a 
man’s personality is his ability to 
forget himself in the enthusiasm 
of interesting and serving others. 


NEXT LESSON: The salesman’s siant 
on advertising and sales promotion 
will be covered in the March 15 issue. 
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TALK OF A BUILDING BOOM this year is circulating in the press and in the industry. Most factors are 





"favorable. National housing needs continue. Employment is high. Funds are available. Economists count 


on construction to spark a huge 1947 business activity. 


CHAOTIC CONDITION OF LUMBER PRICES is pointed up by the Department of Commerce. Lumber 


prices, says the government agency, have advanced further and faster than have prices of other building 
materials. Most buyer resistance, the department adds, is aimed at inflated softwood prices. There may 
be a permanent loss of some lumber markets unless prices can be stabilized at more moderate levels. 
Those lumber substitutes are coming up fast. 


BUILDING CONTRACTORS are withdrawing from the market, states the Wall Street Journal, basing its 


flat statement on a nation-wide inquiry. These builders say there'll be no construction boom until “con- 
struction costs come off the high horse.” Building material prices early in February were 86 percent above 
the ‘39 level; lumber was 161 percent above ‘39; paint, 109 percent above the ‘39 level. 


VETERANS ARE WAITING for prices to come down. Reports from various sections of the country indicate 


that houses built on veterans’ priorities are not selling. Equally disturbing is the story that non-veterans 
don't linger after hearing figures quoted. Building costs now, say the contractors, are approximately at the 
1920 level, the year in which only slightly more than 200,000 houses were started. However, in 1922, after 
material prices had dropped by 40 percent, there were more than 700,000 houses started. Many moder- 
ately priced houses were built in 1946. The NRLDA says about 26 percent of those new dwellings were 
priced below $5,500 and 64 percent were priced below $7,500. Only 17 percent were above $9,000. Ex- 
pediter Creedon says the high point in costs has passed. 


BUYERS WANT LARGER HOUSES, say builders, who claim this may be one reason why buyers are hold- 


ing off. Of all the application permits granted to date under HPR, more than 19 percent were for 800 square 
feet or less of floor space and more than 61 percent were for less than 1,200 square feet. 


MATERIALS SHORTAGES and the lack of skilled building mechanics is a bad combination. A list of 


shortages compiled by the National Asociation of Home Builders, in order of their seriousness follows: 
gypsum lath, hardwood flooring, millwork, plumbing, doors, labor, warm air furnaces, plaster, electrical ma- 
terial and nails. Items not considered short include brick, screen wire, asphalt tile and ready-mix concrete. 
The Plumbing and Heating Bureau predicts that production in this field will return to full peace-time basis. 


MILLWORK PRODUCTION for 1947, according to estimates by the Civilian Production Administration, 


indicates slight surplus over probable demand. Mill facilities are sufficient to process the two billion 300 
million feet of lumber expected to be available for millwork production. This figure is based upon a total 
estimated lumber production of 36 billion feet. The millwork estimate is based also, upon a million or more 
housing units to be completed this year. That million figure is largely picked out of the air. It may be that 
many, possibly more, but there are too many factors not yet determined to make it more than a hope. 


FREIGHT CAR SHORTAGE stands at around 300,000 cars. Of the cars asked for by shippers, about 50 


to 60 percent are being placed for loading. This lack of freight cars can be blamed for the shortage of 
plaster. Much plaster is produced in Ohio but for some unknown reason the cars haven't been supplied. 
Bes! guess is that the shipment of plaster goes in the same direction as the grain shipments to relieve star- 
vation in foreign lands. This grain shipment, which carries a high priority, often works in favor of dealers 
wanting lumber. Grain cars, billed to southern or western ports, frequenily come back loaded with boards. 
But the car shortage generally works against the retailer, especially when he’s trying to operate with a 
small inventory. That's possible only with a swift and reliable shipping service. 


TWO NEW DEVELOPMENTS are announced by the Department of Commerce. One is a new wood ve- 
neer; the second a new type of house prefabrication. This veneer is three-sixteenths of an inch thick and 
is rade from western hemlock peeler logs. The idea is to release higher grades of lumber and to relieve 
buiiding material shortages. An organization is developing a prefab house utilizing ‘this material. 

ROUSING EXPEDITER CREEDON is cutting his staff by one third effective March 14. The Expediter has 


als: announced the ending of premium payments on certain types of brick and structural clay products. 
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Thought for the Day 





Ego is the ether which dulls 
the pain that would otherwise 
result when a man makes a 
fool of himself. 











The Clinic doesn’t know who said 
it but considers it worthy of a 
place under the glass of the desk 
of anyone who feels the hat band 
getting a bit tight. 


* * * 


Easy Money vs. Bad Guessing 

A? THE Northeastern’s lively 

convention, held at the Penn- 
sylvania hotel, New York, we came 
across an old friend who operates 
one of the best lumber yards in 
New England. Said he, with en- 
gaging frankness: “Never made 
so.much money in my life or had 
so little to do about it. Just 
couldn’t help myself.” 

All of which reminded us vividly 
of a former convention of the 
Northeastern—the first following 
Pearl Harbor—where it was gener- 
ally agreed that lumber dealers 
were in for trouble if any tinkering 
was done with home building, farm 
building, repairing and remodeling, 
or any measures were taken to im- 
pede the flow of lumber through 
normal channels for normal pur- 
poses. 

“Food and shelter are essential 
to winning the war” was the cor- 
rect appraisal of the situation. 

However true that may have 
been, everybody knows what hap- 
pened. No civilian home building, 
little repairing or remodeling, no 
farm building ... very little of 
anything in the way of building, 
outside of direct military purposes. 

Yet at the end of each war year, 
when lumber dealers added up the 
totals, they found volume and 
profits reaching new highs. 

“Nothing to sell” turned out to 
be the most profitable set-up in the 
history of lumber-yarding. 

All of which proves what? 

The answer consists of many ele- 
ments and cannot be compressed 
easily into a single sentence. How- 
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ever, if we were to select one ob- 
servation from the many, it would 
Se 
War Makes Exceedingly Bad 
Guessers Out of Everybody. 


* * * 


Somewhere we recently read that 
the busy man who retires “to take 
it easy” will find retirement 
harder than any work he ever did. 


* * * 


Speaking of Bad Guessing 
JR EMEMEES how we guessed 
wrong about lumber prices af- 
ter World War I and lost our col- 
lective shirts?... Remember 
what happened in the Fall of 1929 
(what a fall that was!) when it de- 
veloped that a vast majority of the 
population discovered they had 
guessed wrong? ... Remember 
the bad guessing that went on all 
through the depression—the kind 
of guessing that prolonged it-un- 
necessarily? ... 
Then as the depression clouds 
began to lift, remember the: “we- 
planned-it-that-way” guessing that 
upset the apple cart? . . . Remem- 
ber how we guessed we wouldn’t 
actually get into the war?... 
And, finally, as stated in a previ- 
ous paragraph, how we guessed 
what would happen to our lumber 
yards if we did? 
If by any chance.you are now 
guessing that present lumber prices 
are going to jell into comething per- 


‘manent and are beginning to think 


you might as well get into the 
game and have “something to sell,” 
better review your guessing record. 
If you’re the fellow who hit it 
right when the populace missed it 
by a thousand miles, then go to it! 
. Being a bit skeptical (with a 
touch of plain orneryness thrown 
in) we can’t. conceive of people 
building houses, barns and_ such 
with green, poor quality lumber at 
two or three times the price of pre- 
war quality lumber. 

Mebbe so... but, then’ again, 
mebbe not! 

“ 2 & 
If you’re in doubt about prices 
holding, better:sell first and buy 


against firm orders for the time 
being. 
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The Big Five 


TUART CHASE, in his latest 
book For This We Fought, 
points out that full employment 
isn’t the complete answer to a suc- 
cessful economy. (If everybody was 
busy making bubble gum and juke 
boxes, we’d be in hot water instead 
of affluent.) We must have a steady 
flow of the big five—food, shelter, 
clothing, health services, and edu- 
cational facilities—else we cannot 
survive. 

“Americans lack only shelter, 
which is short and will be for some 
years.” (We quote from The 
Twentieth Century Fund.) “The 
other four can be provided in 
abundance any time we care to 
turn on the faucet.” 

Shelter, being the lumber deal- 
er’s long suit, it seems the time to 
figure out how to give the most for 
the least. That’s the big job ahead 
for America. If the lumber dealer 
is going to stay in the picture, he 
must meet his responsibilities. If 
not, good-bye lumber yards! 


* * * 


It is well to remember that your 
own faults look as big to the 
other fellow as his do to you. 


* 2 


A Half-Time Occupation 
= REASON why prefabri- 

cated houses may eventually 
replace conventional construction is 
because it will more nearly put 
home building on a year-around 
basis rather than a seasonal basis. 

It probably will take the unions 
a long time to find this out, but it 
seems reasonable to assume that in- 
side, year-around work will be much 
preferred to outside work that can 
only be carried on when the weather 
is good. 

Carpenters, for example, lose nine 
working days out of every month 
because of seasonal lay-offs. Add- 
ing Saturdays and Sundays leaves 
fourteen days per month for mak- 
ing a living! It is easy to under- 
stand why so few young men are 
ambitious to be carpenters. 
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Put Atkins “Silver Steel” Saws in your workers’ hands and 
watch the going become faster and easier. That's because an 
Atkins has what it takes to keep a man at his cutting best 
... tough, keen teeth that bite deep and clean with fewer, 






































Atkins No. 37 4: freer strokes... heft and grip that lets every user make short 
upens 7 Mitre Tooth : f : 

power we2! ©n Portable y oy af work of the toughest job. Add to these easier-handling, faster 
ond one of » pow tables eae on a / f cutting qualities the fact that Atkins Saws hold their sharper 
Atkins ”Sily Q full line of venom g q p 


er Steel’ c; 
cchas otra Cir. 


edge longer—with less “time out” for filing and settings — 
and it's easy to see how Atkins “Silver Steel” Saws can play 
a time and money saving role on all your jobs. 

a E. C. ATKINS AND COMPANY 


Atkins No. 2000~one of 


ged, ne of rug. 
Stee!’ Hand | Angee 
















Ne: 402 S. Illinois St,, Indianapolis 9, Indiana 
2 Agents and Dealers in All Principal Cities the Worid Over 
MANUFACTURERS OF BETTER SAWS FOR EVERY CUTTING JOB 





She Best Building Haws call for 


BARROWS Builders Hardware 


There is far more ‘‘Sell’’ in Builders Hardware than appears 
at first glance . . . ‘‘Sell’’ to the family who will use the build- 
ing and who will enjoy the convenience, charm, and smooth 
operation that Barrows provides . . . ‘‘Sell’’ to the craftsmen 
who install because of the ease of application that is a feature 
of Barrows Hardware .. . and ‘‘Sell’’ to the builder and archi- 
tect—because Barrows, for all its quality, is ‘‘budget-wise.”’ 











ILLINOIS 











Power Falling of Craig Mountain Pine 


We're Modernizing 
Our Equipment 


Craig Mountain has always made it a 
point to keep its equipment modern. 
Many plant improvements that had 
to be deferred during the war are 
now being made. While these needed 
improvements are curtailing current 
production, customers will benefit 
from them in due course. 


Member of Western Pine Assn. 








CRAIG MOUNTAIN LUMBER Co. 
Winchester, Idaho. 








DEE a REENIELO TA) 
DE PENDABLEROUALLTY 
[AND) SERVIC - 
DOS LANE AYAT C SOaL NE ROLL 

~ “A ROMA =\ 


AN SANG KET OFS ODNCHUNGHOSINES, 


Fly Screen Cloth 











“KEYSTONE BRAND’ 


y 
BLACK 
GALVANIZED 
BRONZE 
COPPER 
ALUMINUM 


Phone 631 
THE 


Seneca Wire & Mfg Co. 


FOSTORIA, OHIO 




















MINER’S EDGER WITH SKF BALL BEARINGS 


SPECIAL FEATURES 
eed for light power, guide rail 
make STRAIGHT lumber 


Lightest running 
Variable 


and spurs 


balanced mandrel, now creosoted frame 


CLEARS ITS COST IN 30 TO 60 DAYS 


MINER EDGER WORKS, Phone 1292, Meridian, Miss. 
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Hardware Demonstrator 


A new price card, designed to 
fit into the color selector pocket 
of the Amerock Cabinet hardware 
demonstrator is now available to 
dealers on request. The handy card 




















gives full information for all items 
on the display, including catalog 
number, price, description of ma- 
terial and finish. For complete in- 
formation about Amerock products 
and the demonstrator and price 
card write American Cabinet Hard- 
ware corporation, Dept. AL&BPM, 
Rockford, III. 


Kitchen Plan Book 


Because the space requirements 
and construction details for in- 
stalling electrical items of equip- 
ment must be worked right into 
the design of a home, Westinghouse 
has planned the issuing of a series 
of pamphlets to be used as guides 
by the designer of homes. These 
pamphlets will cover each room and 
other spaces in the home, showing 
what and how to plan for electrical 
living. The first manual deals with 
the kitchen, going step by step 
through the fundamentals of 
kitchen planning. It includes sec- 
tions on basic kitchen layouts, de- 
sign details, kitchen lighting, elec- 
tric outlets and circuits, applica- 
tion to specific homes and kitchen 
equipment. Various types of lamps, 


March 
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ventilators and switches are dis- 
cussed. Just about everything that 
is necessary to know in planning a 
kitchen is included in the booklet, 
For a copy of the booklet send $1.00 
to the Better Homes Department, 
Westinghouse Electric corporation, 
Dept. AL&BPM, Pittsburgh 30, Pa, 


General, Fire Fighting Spray 


The sprayer consists of a com- 
plete brass spray pump and gal- 
vanized knapsack finished in spot- 
less white enamel. The pump is 
made of solid brass and provides a 
simple, powerful and reliable sery- 
ice for all general spraying or fire 
fighting. It sprays tall orchard 
trees from the ground. The knap- 
sack, made of 26-gauge copper- 
bearing galvanized iron, has a five- 
gallon capacity. It is equipped with 
standard brass nozzle and five discs 
for producing various types of 
spray. For further information 
write Armstrong Products corpora- 
tion, Dept. AL&BPM, Huntington 
12, W. Va. 


Hand Sander 


A simple, easy to use sander, 
which holds standard size sheets of 
sandpaper, has recently been intro- 
duced. It has been designed for 
both home craftsmen and profes- 





sional shop use. It’s small and com- 
pact—seven inches long and three 
inches wide. The sanders are made 
with finger-fitting grooves to give 
maximum comfort while sanding. 
A sheet of sandpaper properly in- 


serted is furnished with each 
sander. When one surface of the 
paper is worn, simply turn the su- 
perstructure and invert the fold of 
sandpaper to a new surface. For 
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further information about the hand 
sander write Dahl-Williams com- 
pany, Dept. AL&BPM, 4040 Ster- 
ling road, Downers Grove, IIl. 
] 
Ae Lightweight Brick Tongs 
Made of magnesium, these tongs 
are said not to slip or wear smooth 
dis- on the gripping surface. They are 
that easy to adjust for all types of 
ing a bricks because of tension spring 
oklet. 
$1.00 
nent, 
ition, 
, Pa, 
y 
com- 
gal- 
spot- 
ip is 
des a 
serv- i 
r fire and tooth gears. There is no need 
shard to readjust with each load. Being 
cnap- made of magnesium, the light 
pper- weight lessens fatigue. For more 
five- complete details write Dow Chemi- 
with cal company, Dept. AL&BPM, Spe- 
dises cialty Products division, First and 
s of Water streets, Bay City, Mich. 
ation 
a Home Ventilator 
A new improved home ventilator 
has been announced. It is known as 
the Aeropel Home ventilator. It is 
adapted to installation in either old 
or new construction. Featured uses 
nder, 
ts of : 
ntro- 
| for 
‘ofes- 
CLOSED 
7 OPEN 
DEALERS 
Ask yourjobber “ 
about Tavart 
prices and FREE 
demonstration 
com- model... . Or, 
three write . for 
made Tevet liber 
give are in kitchens, bathrooms, utility nearest to you, 
ding. rooms, laundries, nurseries and 
y in- bedrooms. It has a white plastic ; SOLD WHEREVER GOOD 
— _ which can be attached with BUILDING HARDWARE IS SOLD 
e bars in either horizontal or ver- 
: hye — position. The fan consists of T A V A R T a @) M r A N a, L T D. 
on ree-bladed aerocurve propeller. A 
For resilient spring mounting attaches LOS ANGELES 13, CALIFORNIA 
ad Buitpinc Propucts MERCHANDISER, March 1, 1947 














Patented & A 


How is your supply of 
INDIAN FIRE PUMPS? 
Do you have plenty? 
Order now. Catalog and 
price list will be sent on 
request. Write us today 
for full information. 


Yes sir, chief of them all for putting out grass, 
rubbish, forest, roof, room, building and Class A 
fires! INDIAN FIRE PUMPS are famous for the 
fast way they go into action and win the praise 
of all who use them. Here’s an example: 


D. B. SMITH & CO., Utica, New York 
I have used INDIAN FIRE PUMPS as a member 
of the local fire department and have nothing 


but the highest praise for them. They are not too 
heavy and carry enough water to cover an exe 


tensive area. Paul S. Ney 


Pump throws 
pressure stream 
30 to 50 ft. or 
nozzle adjusts 
to spray or fog 
mist. 5 gal. tank 
carries slung on 
the back. Extra 
strong construc- 
tion throughout. 



















motor to cylindrical air tunnel. 
Wall box is of rust-proofed steel 
with insulated weather door. Auto- 
matic door latching mechanism js 
furnished with each unit. For more 
complete information write Ameri- 
can Blower corporation, Dept. 
AL&BPM, Detroit 32, Mich. 


New HomeOla Design 


Model 14 HomeOla manufactured 
house, story-and-a-half design with 
upstairs bath and two bedrooms, 
will be ready for delivery very 
shortly, according to the manu- 





facturer.* It must be erected on a 
full basement. Four additional mod- 
els of HomeOla houses will be 
announced early in the spring. 
These include two small one-story 





Model 14 MomeQia Corp 


cottage units which may also be 
combined with larger models to 
make wings and provide additional 
rooms. Combination arrangements 
of HomeOla standardized house 
parts in a variety of ways will 
soon be possible, providing for as 
many as five bedrooms. For fur- 
ther information write the Home- 
Ola corporation, Dept. AL&BPM, 9 
South Clinton street, Chicago, III. 


Screw-Holding Screw Drivers 








LUI 





251 


Los 


C0, 


D. B. SMITH & CO. 406 main st. - utica 2, New York 


Designed for inserting or remov- 





PACIFIC COAST BRANCHES 
HERCULES EQUIPMENT & RUBBER CO 
435 Brannan St., San Francisco, Cal 
FRED E. BARNETT CO CANADA AGENTS: 


600 Spring St 
Kl : BINGHAM & HOBBS 
amath Falls, Ore EQUIP. CO 


MILL & MINE SUPPLY 395 W. Sth Ave 
2005 S. E. 8th Ave. 2700 Fourth Ave S. Vancouver, Canada 
Portiand, 0 Seattle, Wash. 
ortianc re eattle ash DUKE EQUIP. CO. 


FRED E. BARNETT CO. 297 Duke St. 
Broadway & Harris St., Eureka, Cal. Montreal 3, Canada 


ROY G. DAVIS CO 


617 E. Third St 
Los Angeles 13, Cal. 


FRED E. BARNETT CO. 
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ing screws in inaccessible places, 
this screw driver can be used with 
only one hand. Moving a slide down 
grips the screw, moving slide up re- 
leases it. It can also be used as a 
regular’ screw driver, and either 
way on any material. It comes 1n 
seven models, from 8 inches long 
with % inch blade size to 11'2 
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LUMBER and BUILDING SUPPLY DEALERS 


You Need This Catalog 


Contains Latest Data... 
Shows Advantages and 
Economies of Building 
with American Bow- 
string Roof Trusses: 


FOR LUMBER AND 
MATERIALS SHEDS 


TRUCK AND 
EQUIPMENT SHEDS 


LOADING PLATFORMS 


OFFICE BUILDINGS 


and many other Utility 
Buildings. Clear Floor 
Space ... Spans 25’ to 
150’. Ideal for mechan- 


ical piling and storage. 
















1922-1947 








AMERICAN ROOF TRUSS CO. 


CHICAGO, 49 + 6846 Stony Island Avenue « Phone PLAza 1772 
LOS ANGELES, 37 + 242 W. Santa Barbara Ave. « Phone ADams 1-4379 
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e 9 
’ pre-sold a 2 2 by 
CONTINUOUS NATIONAL MAGAZINE 


and RADIO ADVERTISING 


C “Powerful magazine and radio ads constantly hammer 
%s7 TO con> home R-V-LITE'S 60% “Vitamin D” sun-ray transmis- 
sion, transparency, protection, long life and low cost. 
In homes and on farms the country over, R-V-LITE 
50’ and ~ head sales are easy! 


3" id gor dozens of everyday used 
FREE Dispensing Display Rack and 
effective selling helps. 


ORDER FROM YOUR JOBBER NOW 







Manufactured Exclusively by: 


INAV, > @ee)*1-te)y- Wile) 


3472 N. Kimball Ave. Chicago 18, Illinois 
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HERE ARE CLOSE-UPS 
OF OUR “STARS” 


POPULAR GARAGE AND BARN DOOR HARDWARE 


a 
» 6 
































“GLIDE” 
HANGER 


Applied to inside of door 
-. out of the weather .. 
takes any thickness of door. 
You can’t derail “Glide” 
Hangers. Have great 
strength because door is 
carried directly under cen- 
ter of Track. Smooth oper- 
ating because of large 
wheels, roller bearing- 
équipped. For doors weigh- 

ing up to 750 lbs. 












“GLIDE”’ 


TRACK cS 


Track and cover in one 
piece . . . the original 
“water-shed” type. A pat- 
ented telescope joint gives 
smooth continuous tread. 
Lag screws at 1 ft. intervals, 
hold Track securely to the 
building, without brackets. 
Top of door protected. For 
use with “Glide” No. 1 and 
No. 2 Hangers. 


— 
Wo. 6 TROLLEY 
(SC) HANGER 
A For d ighi t 
Pin; «: 350 pounds and from 174” 
en = 


to 2144” thick, Trolley Door 
Se : Hanger No. 61 is tops. Set 







No. 62 includes pair of No. 
61 Trolley Hangers, three 
track brackets, two end caps, 
and necessary bolts. Hanger 
has vertical and [lateral 
adjustments, flexible joint 
allowing door to swing out. 






TROLLEY va 110) 
TRACK 


Trolley Track No. 110 is 
used with Hangers No. 61 
and No. 62 Frantz Trol- 
ley Hangers. Any similar © 
hanger may also be used 
with this track. For all 
average-weight barn and 
garage doors (doors weigh- 
ing up to 350 lbs.). Made of 
16-guage steel, it comes in 
lengths of 6, 8, and 10 feet. 


eee 
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Write today for details on the complete Frantz Line. 


FRANTZ 


GUARANTEED BUILDERS HARDWARE 





FRANTZ MANUFACTURING CO., STERLING, ILLINOIS 
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HOUSTON x 


GRATELESS 
AIR COOLED 


REFUSE 









vOAPamzZ—-NZz- 


ENGINEERING SERVICE & ESTIMATES 
FURNISHED WITHOUT CHARGE 


HOUSTON BLOW PIPE & 
SHEET METAL WORKS 
HOUSTON 1, TEXAS 








SEVERAL CARLOADS 


BIRCH SQUARES 


2” x 2” x 48” 


for sale 


FALCON LUMBER 
LIMITED 


73 Adelaide W., Toronto, Canada 











Gives Siding Jobs Improved 





Protection and Appearan 


On every Asbestos 
Siding job, where ap- 
pearance is essential, 
you can save valuable 
time, simplify fitting 
at corners and along 
window and door 
frames, give added pro- 
: ‘ tection, by using indi- 
vidual zinc corner strips. . . . Made of 
oxidized zinc... will not stain. Lengths 
suitable for any Asbestos Siding Shingle. 
For complete details write 


BUGHER MANUFACTURING CO. 


211 S. Main Street 








Kokomo, Ind. 





Knudson & Mercer Lumber Co. | 


Purveyors to 
Accredited Retail Lumbe: Dealers 
for 52 years 


LUMBER FROM SOUTH, WEST, NORTH 


Sash & Doors, Wallboards and Most 
Standard Specialties 








28 E. Jackson Bivd., Chicago 4, tll. 
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WHAT'S NEW? 





inches long with 5/32 inch blade 
size. The blade is made of tool steel, 
hardened and tempered for long 
service. The lever is tempered, 
tough spring steel. Embedded in 
transparent, shockproof handle. 
For more complete information 
write Millen Manufacturing com- 
pany, Dept. AL&BPM, 93 Federal 
street, Boston 10, Mass. 


Kol-Gas Heaters 


One fueling a day is all that is 
needed with the Kol-Gas line of 
home heaters. It is only necessary 
to make one fire for the winter, and 
it holds the fire overnight. The 
heater is designed so that the en- 
tire bed of coals is coked, after 
which the fire burns with intense 
heat, and practically without smoke 
or soot. It burns any solid fuel— 
coal, coke, wood, peat, briquets, etc. 
Radiant heat can be directed from 
one or both sides of the cabinet. 
The heat is discharged also from 
the top grille at a 45 degree angle. 
The heaters are made of tough 
grayiron castings and fire clay 
linings. It has a two-tone enamel 
finish. For complete details write 
Kol-Gas Heater company, Dept. 
AL&BPM, Nashville, Tenn. 


Kitchen Accessories 


Kitchen Handy kitchen acces- 
sories are shown here. Upper left: 
package shelf, made to fit inside 
kitchen cabinet doors, swing out 
with the door; chrome plated. Up- 
per right: cup shelf, fastens to the 
underside of regular cabinet shelf. 
Center left: closet door shelf; 
chrome-finished to hang on inner 
side of closet door; holds odds and 
ends. Center: utility shelf is de- 


signed to fasten on the inside of 
the under-sink cabinet door to hold 
soaps, cleansers, etc. Center right: 
vertical lid holder. 


Lower left: 
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spice rack, just the right size to 
hold standard spice tins. Lower 
right: tuck-away shelf, fastens to 
underside of standard cabinet 
shelves. For further information 
about these shelves write Washing- 
ton Steel Products, Inc., Dept. 
AL&BPM, 1420 W. Galer street, 
Seattle 99, Wash. 


Fiberglas Based Siding 

Just introduced is a new iype 
Ford-V-Neer panel siding using 
Fiberglas as the structural base 
material. The base is completely 


inorganic, and it is said cannot rot 








or decay, absorb moisture or shrink 
in any way. It is said to be proof 
against fire, termites and all ver- 
min. Because it is light in weight, 
larger size panels can be used and 
it is said to cut easily for fitting 
around windows and gables. It is 
furnished in panels % inch thick, 
24x36 inches in size, shiplapped on 
four edges. It is available in either 
brick or stone pattern, in a wide 
variety of colors. Full information 
can be obtained by writing the 
Ford Roofing Products company, 
Dept. AL&BPM, 111 W. Washing- 
ton street, Chicago 2, Ill. 


Rubber Paint Base 

Hercules Powder company has is- 
sued a new technical book on Par- 
lon, the chlorinated rubber product 
which before the war was used as 
a base in paints for concrete and 
other surfaces exposed to action of 
chemicals, gases, moisture, mold 
growths and other destructive 
agents. The book contains many 
new starting formulations as well 
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Now in Our 














Year... 


Today's modern White River 
plant is in striking contrast to 
the original White River mill of 
51 years ago. The original mill 
—fairly modern at that time— 
could saw about 40 M’ of rough 
lumber in 10 hours. Today's 
present plant has a capacity of 
350 M’ in 8 hours: Year by year 
White River has continued to 
keep pace with progress—and 
today—in its 5lst year—is pro- 
ducing the finest quality lum- 
ber in its long history. 


.... Since 1896.... 



























Urania manufacturing 


facilities are complete 
and modern throughout. 




















Here’s Where URANIA 
Lumber is Manufactured 


Here's the big modern Urania mill with the permanent 
timber supply. Urania was one of the first to introduce 
selective cutting and scientific reforestation. With large 
tracts of Yellow Pine and Hardwood timberlands under 
careful supervision of a trained forester, Urania customers 
are assured a continuous supply of Urania quality lumber. 


The URANIA LUMBER CO.,Ltd. 
URANIA, LA. 


Lumber Manufacturers and Tree Farmers 
Members S.P.A., S.P.I.B., Southern Hardwood Producers 
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PAUL B. BERRY 


Wholesale —- Commission 


Grand Rapids 6, Michigan 


If you can furnish any of the following 
(or anything else) write or wire me. 


l or more cars softwood boards 
and dimension KD or AD, ma- 
chined; also panels, shorts, cut- 
offs. 1 or more cars 5/8” and thick- 
er hardwoods, mostly 4/4” & 5/4” 
KD or AD. Send me your stock 
and price lists. 














Lindsey 8-Wheel 
Tractor Wagons 


are ideal for tractor logging. They 
are used ‘singly or in trains. 


Lindsey Wagon Co., Laurel, Miss. 


Sole Manufacturer 
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as the results of long-time exposure 
tests of Parlon finishes. Finishes 
discussed are alkyd enamels, fin- 
ishes for alkaline surfaces, paints 
resistant to chemicals, varnishes, 
traffic paints, furniture finishes, 
marine finishes and emulsion 
paints. To receive a copy of the 
book write Hercules Powder com- 
pany, Dept. AL&BPM, Wilmington, 
Del. 


Mitre Box, Aluminum Rafter 
Square 

A recent introduction into the in- 
dustry is an automatic mitre box 
known as Mitre Matic. It adjusts 
to any standard left or right mitre 
by merely pressing control key to 











angle desired. Most recent addi- 
tion of the company is an all-alu- 
minum rafter square which is de- 
signed to meet the most accurate 
requirements for work on wood, 
metal or fabricated board. It is 
said to be machine tooled to the 
finest tolerances. For further in- 
formation write McGrath St. Paul 
company, Dept. AL&BPM, St. Paul, 
Minn. 


Stick Form Soldering Flux 


Handy as a pencil, the new Flux- 
Stick is a specially designed solder- 
ing flux molded into clean stick 
form. It permits just enough flux 
for the joint. It is non-acid yet is 
said to’ theroughly and quickly dis- 
solve the oxides of metals and pre- 
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We would like to list here in this space sev- 
eral carloads of hard to get items. But despite 
our every effort we have not been able to 
accumulate an inventory to call to your at- 
tention. As soon as we can do so the indi- 
vidual items will be listed in this space. 
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pare a free, clean surface for the 
solder to alloy itself. When heat is 
applied, the flux will just cover the 
immediate vicinity of the joint. It 
can be applied to hot or cold metal, 
and permits the solder to flow 





easily. It can be used for sweat 
joints of copper or brass tubing, 
manifolds, traps, elbows, piping, 
sheet metal, cabinet work and heat- 
ing coils. For more complete de- 
tails write Lake Chemical company, 
Dept. AL&BPM, 607 N. Western 
avenue, Chicago 12, IIl. 


Krane Kar Bulletin 


Krane Kar, the mobile swing 
boom crane designed for the build- 
ing supply and lumber industry is 
described in a new bulletin. The 
Kar lifts, transports and spots loads 


VIA, GAN 


MOBILE SWING BOOM CRANE 





of any size or shape up to 10 tons— 
inside the warehouse, in the yard, 
to and from loading platforms or 
railway cars. From one seat the 
operator is said to have easy ac- 
cess to the controls for hoisting and 
for swinging and topping the boom, 
and also the controls for traveling 
forward and reverse. One engine 
provides power both for the crane 
mechanism and traveling. For copy 
of Bulletin No. 66 and for specifi- 


‘cation Catalog No. 58 write Silent 


Hoist & Crane- company, Dept. 
AL&BPM, Brooklyn 20, N. Y. 
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MARKET ANALYSIS 


Peak in Lumber Prices 
May Have Been Reached 

Although lumber prices were still unreasonably 
high, some observers were inclined to believe that the 
peak has been reached. Reports indicate that most 
prospective purchasers are becoming more and more 
willing to wait until they can buy at prices they con- 
sider reasonable. Easing of the buying pressure is 
bound to be reflected in eventual reductions. 

Because of the demand and scarcity of some types 
of lumber, wholesalers and retailers in certain sec- 
tions of the country do not look for marked price 
reductions for a long time. Rather a leveling off 
period followed by a slow decline. 


PRODUCTION STEADILY IMPROVING 

Lumber production continues to improve. The 
January output of West Coast woods was 116,766,000 
board feet or 12.4 percent greater than production for 
January, 1945. Despite a six weeks’ loggers’ strike in 
British Columbia in the early summer of 1946, a re- 
port from that area shows that 53 million additional 
feet (provincial scale) of saw logs were produced in 
the first 11 months of 1945. Total production for the 
first 11 months was 2,756,690,193. 

The Department of Commerce reports that lumber 
and building materials dealers showed a dollar sales 
gain of 34 percent in 1946 over 1945. The 1,814 
stores reported dollar sales amounting to $45,381,547. 

From the Southwest came reports that the shortage 
in hardwood flooring is growing more acute. Small 
mills are asking $200 to $300 per thousand for 25x32 
by 214-inch clear, plain white and red, although the 
more conservative mills are quoting a price ranging 
from $160 to $170 mill basis with selects about $10 
per thousand cheaper. Victory grades were quoted 
$140 to $150 by the big mills and up to $200 by the 
small operators. In the Northwest, the market con- 
tinued unsettled. The spread between mills ran from 
$5 to $25. Clear green six-inch strips have brought 
$110; dimension bring $65, although reports from 
the East indicate it has sold for $56. Two-inch clear 
“C” and better has sold at $140-$160. One observer 
reported that cedar siding prices have “gone wild,” 
with 10-inch bungalow siding selling for $175 in 
some cases and $140 being paid for eight-inch siding 
in other cases. 

A report from the South indicates that the hard- 
wood market is still a seller’s market. Four-inch 
plain white oak meeting all NHLA specifications is 
selling at $135 for firsts and seconds; $90 for No. 1 
common; $56 for No. 2 common and $50 for the 
lower grades. Red oak prices are approximately $125 
FAS; $85 for No. 1 common; $55 for number two 
and about $50 for the lower grades. 


Current Statistics on 
Output and Distribution 

Lumber shipments of the 400 mills reporting to the 
National Lumber Trade Barometer were 7.9 percent 
above production for the week ending Feb. 8, 1947. 
In the same week new orders of those mills were 1.3 
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SHIPPED FROM STOCK 


Your needs may be here now! The most 
panels anywhere under one roof... . Fir, 
Pine. Gum, Birch and Figured Woods. . . 
the best-glued plywood available . . . regu- 
lar, water-resistant and waterproof types 
«plywood specialties...single-ply veneers. 
WRITE TODAY for “Teleply Ticker” current 
warehouse list . .. Aetna Plywood & Veneer. 
1732 Elston Av., Chicago-22-Armitage 7100. 
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Lumber Corp., Carlton, Ore. 


Manufacturers 


Douglas Fir 


A Sustained Yield Operation 


Please bear with us during this trying period 
when we're unable to book any additional orders. 


E. J. Linke, Pres. Guy Haynes, V. P. 
Graham Griswold, Secy. & Treas. 


Oniswol 


Douglas Fir 
Pine, Cedar 
Hemlock 





Lumber 
Wholesale 


Much as we should like to, right now we can't add 
any new customers but we do solicit your friendship 
and good will. 


THE GRISWOLD 


LUMBER CO. 


FAILING BLOG PORTLAND ORE. 
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AMERICAN Lumber Handling Equipment 
for Saw Mills, Veneer Plants, Industrials 








Dry Kiln Car Gravity Flow Unloaders 

Planer Feed Elevators 

Hydraulic & Electric Elevating Tables 
Automatic Dry Kiln Car Lumber Stackers 
Semi-Automatic Dry Kiln Car Lumber Stackers 
Elevators for Stacking Dry Kiln Cars by Hand 
Electric Lumber Transfers 


Passenger, Freight & Industrial Elevators 
DESIGNERS AND MANUFACTURERS 

A OF SPECIAL EQUIPMENT 
epritan MANUFACTURING COMPANY INC 


2119 Pacific Avenue, Tacoma 2, Washington | 

















For low-cost housing 


PAR-TOX 


wood treatment assures lifetime 
freedom from the ravages of rot 
or termites. 





For a tight sash seal that prevents — 
infiltration of moisture and cold 


air — use 


PARKER'S 
PRIMERLESS 
PUTTY 













wun RA PARKER & SONS (0. 


of service tothe sash 


and door industry. OSHKOSH, WISCONSIN 
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LUMBER MARKET 


percent below production. Unfilled order files of the 
reporting mills amounted to 62 percent of stocks. For 
reporting softwood mills, unfilled orders are equiva- 
lent to 23 days’ production at the current rate and 
gross stocks are equivalent to 36 days’ production. 
For the year-to-date, shipments of reporting identical 
mills were 16.2 percent above production; orders were 
20.2 percent above production. Compared to the aver- 
age corresponding week of 1935-1939, production of 
reporting mills was 37.9. percent above; shipments 
were 30.1 percent above; orders were 12.7 percent 
above. Compared to the corresponding week in 1946, 
production of reporting mills was 23.3 percent above; 
shipments were 20.9 percent above and new orders 
were 2.2 percent above. 


West Coast 

January production in the Douglas fir region of 
Oregon and Washington indicates that 1947’s total 
output will reach or exceed previous estimates, H. E. 
Smith, secretary of the West Coast Lumbermen’s As- 
sociation, announced. The January output was 116,- 
766,000 board feet or 12.4 percent greater than the 
total for January, 1946. Smith said that on the basis 
the January output, total production for the year may 
go beyond 6,500,000,000 feet, which is 500,000,000 
feet above the level reached in 1946. January orders 
averaged 139,188,000 feet; shipments 132,988,000 
feet. Cumulative production for the first five weeks 
of 1947 was 584,756,000 board feet, an increase of 
63,439,000 over production similar period in 1946. 
Orders for the period break down as follows: rail, 
466,006,000 feet; domestic cargo, 111,758,000; export, 
35,007,000; local, 58,461,000. The industry’s unfilled 
order file stood at 523,340,000 feet at the end of Jan- 
uary; gross stocks at 376,565,000. 


Western Pine 
The 101 mills reporting to the Western Pine As- 
sociation for the week ending Feb. 8, 1947 cut 50,797,- 


~000 feet. The same week a year ago the cut was 


32,377,000 feet. Shipments were 59,659,000 feet com- 
pared with 45,141,000 feet a year ago. Unfilled orders 
on file at the end of the week stood at 176,618,000 
feet compared with 261,649,000 for the corresponding 
week in 1946. Gross stocks stood at 637,638,000 feet 
compared with 609,022,000 a year ago. 


Southern Pine 

Production of Southern Pine by the 106 mills re- 
porting to the Southern Pine Association for the week 
ending Feb. 8, 1947 amounted to 18,252,000 feet. This 
was 14.81 percent above the three-year average for 
the same mills. Shipments for the week of Feb. 8 
amounted to 15,732,000 feet. This was 13.81 percent 
below production. Orders placed during the week 
amounted to 14,134,000 feet or 22.56 percent below 
production. 


Northern Pine 

Production of Northern Pine by the five mills re- 
porting to the Northern Pine Manufacturers’ Associa- 
tion for the week ending Feb. 8, 1947 amounted to 
300,000 feet. The same week a year ago the cut was 
140,000 feet. Shipments during the current week 
were 1,100,000 feet compared with 895,000 for the 
same week a year ago. New business booked amounted 
to 945,000 feet. Unfilled orders on Feb. 8 stood at 
6,090,000 feet and gross stocks at 28,990,000. 


March 1, 1947, AMERICAN LUMBERMAN & 




















‘and 


succ 


war 
1922 
com) 
the 

in ¢ 
tion 


K. ¢ 
of | 


elect 
land 
its | 


bour 
dent 








Bur 






the 
For 
iva- 
and 
ion. 
‘ical 
vere 
ver- 
1 of 
ents 
cent 
946, 
ove; 
ders 


1 of 
total 
. = 
As- 
L16,- 
the 
asis 
may 
),000 
ders 
3,000 
eeks 
e of 
1946, 
rail, 
port, 
filled 
Jan- 


- As- 
797,- 
was 
com- 
rders 
8,000 
ding 

feet 


s re- 
week 
This 
e for 
eb. 8 
reent 
week 
below 


Is re- 
socia- 
ed to 
t was 
week 
yr the 
unted 
od at 










































































J. V. Eichel Named President 
of H. S. Getty and Company 


John V. Ejichel Jr. has been 
elected president of H. S. Getty 








John V. Eichel Jr. 


‘and company Ine., Philadelphia, 
; succeeding the late Harry S. Getty. 

Mr. Eichel has been in the hard- 
ware industry for 42 years and in 
1922 helped organize the Getty 
company, becoming a partner in 
the firm. Since then he has been 
in charge of design and produc- 
tion. 


K. G. Upton Named President 
of New England Association 


Karl G. Upton, Hancock, was re- 
elected president of the New Eng- 
land Lumbermen’s association at 
its meeting February 6. 

Other officers are: P. H. Chad- 
bourne, Bethel, Me., vice ‘presi- 
dent; George L. Cady III, Suncook, 


IM Tod MEWS 


N. H., secretary-treasurer. Hall E. 
Bailey, Suncook, N. H.; Frank W. 
Morrill, Worcester, Mass.; R. E. 
Cleaves, Portland, Me.; A. A. 
Davis, Claremont, N. H.; and H. W. 
Mathers, Bellows Falls, Vt., are 
directors. 


Carl Blackstock, Former 
NRLDA President, Dies 


Carl Blackstock, 60, former pres- 
ident of the Western Retail Lumber 
Dealers association and president 
of the National Retail Lumber Deal- 
ers association in 1941 and 1942, 
died February 15. 





CARL BLACKSTOCK 


Mr. Blackstock had lived in Se- 
attle since 1906. He was first asso- 
ciated with the Moran Shipyard 


and in 1912 founded the Blackstock 
Lumber company. He later organ- 
ized the Lumber-Supply & Ware- 
house corporation. 

During the war, Mr. Blackstock 
served as a lumber advisor on the 
War Production Board, and until 
his death was a director-at-large 
for the National Retail Lumber 
Dealers association. 


Michigan Sash and Door 
Salesmen Elect Officers 

The 41st annual meeting of the 
Michigan Association of the Trav- 
eling Lumber and Sash and Door 
Salesmen was held February 5. 

New officers of the association 
are: president—Dwight Dickinson 
Jr., Howard A. Davidson Lumber 
company, Detroit; vice president— 
Hugh Rader Jr., Hugh Rader Lum- 
ber company, Detroit; secretary- 
treasurer — A. C. Blixberg, De- 
troit. 

Directors of the company are: 
Paul Hodges, Royal Oak Wholesale 
company, Royal Oak; C. R. Ashton, 
C. J. Ashton Lumber company, 
Detroit; Nick Martin, Dealers 
Wholesale Supply company, De- 
troit; P. D. Bailey, P. D. Bailey 
Lumber company, Detroit; Jay 
Deutsch, Clark Country Lumber 
company, Detroit; Al Mackey, Al 
Mackey Millwork company, De- 
troit. 


J. P. Dodge, President 
of Ohio Company, Dies 

J. P. Dodge, 64, president, J. P. 
Dodge and Son company, Ashta- 
bula, Ohio, died February 12. 

In 1906 Mr. Dodge started the 
Fuller-Dodge Lumber company 
and in 1908 he and his brother, the 
late Warren Dodge, formed the 
Dodge Brothers company. In 1941 
he withdrew from this firm and 
started the J. P. Dodge and Son 
company of which he was presi- 
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dent at the time of his death. 

He had been.a member of the 
National Hardwood Lumber asso- 
ciation for many years, carrying 
on in the family trade begun in 
1827. 


Thomas G. Hofmann, Corbin 
Sales Representative, Dies 


Thomas G. Hofmann, 63, Cali- 
fornia sales representative for 
P. & F. Corbin, New Britain, 
Conn., died January 17. 

Mr. Hofmann started his hard- 
ware career in 1919 with the 
Baker & Hamilton company, San 
Francisco. Later he represented 
the Sargent company until Sep- 
tember, 1912, when he became as- 
sociated with Corbin. 


L. O. Taylor, Shevlin Pine 
Sales Vice President, Dies 


L. O. Taylor, vice president and 
general manager of the Shevlin 
Pine Sales company, Minneapolis, 
died February 16. 

Mr. Taylor, a well known figure 
in the lumber industry, began his 


lumber career at Laurel, Miss., 
and from there went to the West 
coast where he spent a number of 
years in Washington and Oregon. 

He joined the Shevlin organiza- 
tion in 1919 when he became a 
member of the Shevlin-Hixon com- 
pany at Bend, Ore. In 1932 he was 
elected vice president of the Shev- 
lin Pine Sales company. 


Companies Announce 

UNITED STATES PLYWOOD cCoR- 
PORATION has occupied its new De- 
troit branch office and warehouse 
on 6845 Dix road near Vernor high- 
way, William H. Hunt, Detroit 
branch manager, announces. 


WHITE BROTHERS announce the 
entry of its 75th year of hardwood 
distribution in San _ Francisco. 
W. T. White is president of the 
company. 


The Athens Flooring company, 
Athens, Ohio, recently purchased 
the Malta Manufacturing company, 
Malta, Ohio, manufacturers of 
wooden window and door frames. 


Just incorporated is PINE 
MOULDINGS INC., 2001 E. Sprague 
avenue, Spokane, Wash., by C. D. 
McCoy, George W. Akers and M. F. 
Bishop. 


Comparative Business Analysis 
(Continued from Page 39) 


figure, leaving 65 percent as cost, so 
multiply 10 percent mark-down 
from retail prices by this 65 per- 
cent cost percentage, which sives 
6.5 percent, the mark-down in terms 
of cost. Deduct this percentage 
from the cumulative mark-up to get 
the maintained mark-up, which in 
this case, is 28.5 percent. 

To get the efficiency rating for 
this period, take the inventory in- 
vestment turn of three, as computed 
in the formula, and multiply it by 
the maintained mark-up of 28.5 
percent, giving 85.5, which is the 
efficiency rating. To get the effi- 
ciency rating for an item or line, 
use the same formula. 

This efficiency rating, when 
studied in connection with operat- 
ing costs, furnishes the basis for 
comparative analysis. With it, one 
department may be measured 
against another or current against 
past performance. If trouble spots 
are revealed, corrective steps may 
be taken. 


NEXT ARTICLE IN THIS SERIES: 
The March 15 issue will discuss effec- 
tive plans that help reduce costs of 
doing business. 





BUSINESS FOR YOU! 


Through home and housekeeping advertising 
‘ through trade journal publicity ... 
through direct mail and consumer literature... 


Creo-Dipt has been creating a greater public mt 
appreciation of the beauty, durability, and true 
economy of Creo-Dipt stains .. . 


Manufacturers 


and Wholesalers 
OF 


SPECIAL LUMBER PRODUCTS 


Anything Made From 
Western Lumber! 


WE MANUFACTURE 
AND SPECIALIZE IN 


Furniture Dimension 
Glued-Up Stock 
Carpenters’ and Special 
Mouldings 
Venetian Blind Slats, 
Rails and Fascia 
Ready-to-Assemble 


Furniture Parts 


In your association with Creo-Dipt, you become a partner in the goodwill of Industrial Shook 


the company, the quality reputation earned by its products since 1909 — ever 
since Creo-Dipt created the first pre-stained shingle. 
Remember, too, 


WE WHOLESALE 
Hemlock 


Creo-Dipt invites your inquiry. 


"PLUS" VALUES ONLY CREO-DIPT GIVES YOU! 


A World of Color 

The New Beauty of “CREO-DIPT’S Outside Look” 
The Long Life of CREO-DIPT’S Preserving-Oil Stains 
Promotional and Merchandising Service 

National Trade Paper and Consumer Advertising 
Unprecedented Public Acceptance and Demand 


The “Know How and Show How” of America’s First 
Stained Shingle Manufacturer 


CREO-DI P Tco.ine. 


Founded 1909 


NORTH TONAWANDA, N. Y., U. S. A. 
CREO-DIPT OF CANADA, LTD., VANCOUVER, B. C. 


Ponderosa Pine 
and other West Coast 
oods 


“.. CARLOAD QUANTITIES 
“<a ONLY 


' ‘—# except venetian blind ma- 
terial, on which we can 
make less than carload 
shipments from our Kan- 

A sas City warehouse. 


Address all correspondence 
to our Kansas City Offices 


KalehL. dp 


Menetactorers ond Wheleselers 1635 Dierks Bldg, Kansas City 6,Mo., Victor 4143 


Member of Western Pine Ass’n., Notionol Wooden Box A+s’n., Ponderosa Pine Woodwork, 


National-Americon Wholesgie Lumber Ass'n. 
West Coast Office: 910 Porter Building 





Portland 4, Ore zon 
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